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Michigan  Press 

Association, 

Michigan  AP, 

First  Place 

Grand 

Editorial 

Sweepstakes: 

Writing: 

David 

Ed  Roberts 

Ashenfelter  and 

Sydney 

Freedberg 

Michigan  UPI,  Editorial 
Writing:  Jeffrey  Hadden 


Peofde  \v]io  Wink 
here  have  more 
than  their  share 
of  hang-ups. 


Sigma  Delta  Chi  Award  for 
General  Reporting: 

David  Ashenfelter  and  Sydney  Freedberg 


These  are  just  a  few  of  the  honors  won  by  people  at  The  Detroit 
News  for  work  published  in  1981.  We  are  proud  of  all  of  them,  and 
of  all  of  their  work.  Their  commitment  to  excellence  has  helped 
make  The  Detroit  News  Michigan’s  largest  newspaper. 

The  Detroit  News 

Midugan^  largest  newspaper 


v® 


Dear  Publisher: 

Let  me  express  my  empathy  with  you  in  your  predicament. 

Let's  face  it,  the  newspaper  business  is  in  ditticulty,  isn't  it?  Ad  lineage  in 
real  terms  is  down. 

Profits  are  getting  more  and  more  difficult  to  maintain,  let  alone  grow. 
And  now  it  looks  as  if  the  Justice  Department  just  turned  a  Merrill 
Lynch-type  bull  loose  in  your  business. 

Well,  they  soy  that  attack  is  the  best  form  of  defense.  So  perhaps  it's 
time  to  forget  your  traditional  role  as  a  print  publisher  and  ask  yourself 
the  question — 

What  business  am  1  in? 

Am  I  in  the  news  business?  Answer:  Yes. 

Am  I  in  the  advertising  business?  Answer:  Yes. 

Am  I  in  the  information  distribution  business?  Answer:  Yes. 

Am  1  in  the  marketing  business? . . .  Well,  I  don't  know . . . 

Of  course  you  are  in  the  marketing  business;  you  sell  information.  You 
create  markets  for  your  advertisers;  you  initiate  sales  for  your 
advertisers. 

So,  what  is  videotex,  and  how  can  it  help  you  help  your  advertisers? 
Simply,  videotex  is  a  way  you  can  help  your  advertisers  close  the  sale. 

We  would  like  to  show  you  how  to  help  your  advertisers  close  their 
sales.  Most  newspaper  publishers  look  at  the  supposed  threat  of 
electronic  yellow  pages  and  figure  that  it's  too  far  in  the  future  to  worry 
about  it  today.  What  they  do  not  see  is  that  the  opportunity  is  here  and 
now.  It  is  an  opportunity  to  stake  your  claim  in  an  emerging  medium. 

Every  publisher  who  values  his  advertisers  and  subscribers  should  seize 
this  opportunity  because  it  is  a  way  of  holding  onto  and  enlarging  an 
existing  customer  base. 


For  more  inlormcrtion,  contact: 

John  Rowland.  Intelmotique,*  Telephone:  (203)  834-1143 

Or  visit  the  Intelmotique  booth  (2247)  at  the  ANPA  Production  Managers  Conference, 
Dallas  Convention  Center,  June  19-23. 


"  Intelmotique  is  an  arm  ot  the  French  Telecommunication  Administration  which  promotes  Teletel  videotex 
Electronic  Directory  Systems,  "Smart  Cards,  and  telewriting 


Man^  curiosity  is  our  future. 

People  are  born  with  a  natural  desire  to  know  about  the  world  around  them.  As  they  become  better 
educated,  they  become  more  aware  and  hungrier  for  the  excitement  of  discovery. 


At  Harte-Hanks,  that  same  excitement  motivates  us.  We're  continually  making  discoveries  about  our 
readers’  changing  needs  and  adapting  our  newspapers  to  meet  those  needs.  Through  new  technology,  market 
research,  expanded  and  improved  editorial  content,  Harte-Hanks  newspapers  continue 
to  evolve  into  the  primary  information  providers  for  our  readers. 

We  are  becoming  Community  Information  Centers. 

That  means  that  Harte-Hanks  is  leading  the  way  in  becoming  the  most  effective  and  complete  consumer 
information  source  available.  As  Community  Information  Centers,  our  goal  is  not  just  to  produce 
newspapers,  but  to  help  make  sure  man’s  curiosity  is  always  satisfied. 

HARTE-HANks 

llRV^  CoMMUNicATiom,  Inc. 

Becoming  Community  Information  Centers 

P.O.  Box  269,  San  Antonio,  Icxas  78291 
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*  Major  meetingt  In  bold  faca 


JUNE 

6-10 — Newspaper  Division,  Special  Libraries  Assn.  Conference 
Westin  Hotel,  Detroit,  Mich. 

8 — NASA.  Chicago  Chapter,  Chicago  Athletic  Association. 
10-12 — New  York  State  Dailies  Advertising  Managers  Bureau. 
Queensbury  Hotel.  Glen  Falls.  N.Y. 

10-12 — South  Carolina  Press  Association,  Myrtle  Beach,  S.C. 
10-12 — Kentucky  Press  Association,  Drawbridge  Inn,  Cincinnati. 

12- 16 — American  Advertising  Federation  national  convention, 

Omni  International  Hotel,  Atlanta,  Ga. 

13- 17 — Association  of  Newspaper  Classified  Advertising  Mana¬ 

gers,  Doubletree  Inn,  Monterey,  Calif. 

16- 18 — Second  Canadian  Design  Workshop,  Hotel  Vancouver 

Vancouver,  Can. 

17- 19 — Tennessee  Press  Association,  Knoxville 

19- 23 — 54th  Annual  ANPA  Production  Management  Conference 

Dallas  Convention  Center,  Dallas,  Tex. 

20- 22 — N.E.  Newspaper  Advertising  Executives.  Mountain  View 

House.  Whitefield.  N.H. 

20-23 — California  Ad  Executives  Association,  Doubletree  Inn, 
Monterey,  Calif. 

20- 24 — International  Circulation  Managers  Association,  Annual 

Conference,  New  York  Hilton  Hotel,  N.Y.C. 

21- 25 — ^The  Newspaper  Guild,  Biltmore  Hotel,  Los  Angeles,  Calif. 

24- 16 — Texas  Press  Association,  San  Antonio. 

25- 27 — Investigative  Reporters  8i  Editors  National  Conference, 

Sheraton  National,  Arlington,  Va. 

27- 30 — Newspaper  Personnel  Relations  Association,  Annual 

Conference.  The  Westin  Hotel,  Seattle,  Wash. 

28- 30— Videotex  '82.  New  York  Hilton,  New  York.  N.Y. 

29- July  2 — National  Conference  of  Editorial  Writers,  Annual  Conference, 

Sheraton-Plaza,  Chicago,  III. 

JULY 

1-5 — National  Press  Photographers  Association,  Hyatt  House. 
San  Jose.  Calif. 

8-10 — Pennsylvania  Newspaper  Publishers  Association,  Allen- 

berry-on-the-Yellow  Beeches.  Boiling  Springs,  Pa. 

15-17 — Ozark  Press  Association,  Rock  Lane  Lodge.  Branson,  Mo. 
15-17 — Virginia  Press  Association  annual  meeting,  Fredericksburg 

18- 21 — International  INAME  summer  meeting.  Hotel  Del  Coro¬ 

nado,  Coronado,  Calif. 

22- 24 — Arkansas  Press  Association  summer  convention.  Eureka 

Springs. 

22- 24 — North  Carolina  Press  Association  annual  convention.  Wil¬ 

mington. 

23- 25— Alabama  Press  Association  summer  convention.  Gulf 

Shores. 

28-31 — CCNA  63rd  convention.  Hotel  Bessborough  and  Sher¬ 
aton  Cavalier,  Saskatoon,  Canada. 


AUGUST 

8-12 — ^Texas  Daily  Newspaper  Association,  Horseshoe  Bay  Country 
Club,  Marble  Falls,  Texas. 

29-31 — New  York  State  Publishers  Association,  61st  Annual  Con¬ 
vention,  The  Gideon  Putnam,  Saratoga  Springs,  N.Y. 

SEPTEMBER 

22- 23 — National  Newspaper  Association  annual  meeting,  Hyatt 

Regency,  Phoenix,  Arizona. 

23- 25— Western  Newspaper  Production  Conference,  Biltmore  Ho¬ 

tel,  Los  Angeles. 

OCTOBER 

y.g — Missouri  Press  Association  and  Trade  Show,  Sheraton,  St. 
Louis,  Mo. 

17-19 — Inland  Daily  Press  annual  meeting,  Drake  Hotel,  Chicago, 
Illinois. 
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Repeal  the 
Billion  Doiiar 


Baf^lax 


to  GAO,  $149  million  higher  than 
they  should  be  because  or  Davis- 
Bacon. 


More  than  Si  billion:  That’s  how 
much  the  Big  Labor  bosses  are  taking 
out  of  the  American  taxpayer’s 
pocket  every  year  to  pay  for  one  of 
the  biggest  pork  barrel  laws  in  Amer¬ 
ican  history. 

It’s  called  the  Davis-Bacon  Act.  It 
was  passed  during  the  Great  De¬ 
pression  to  require  payment  on  fed¬ 
eral  construction  projects  of  the 
“prevailing  wage’’  in  a  given  local¬ 
ity.  Who  could  argue  with  such  a 
law? 


And  if  being  held  hostage  by  the 
Arab  oil  sheiks  makes  you  uncom¬ 
fortable,  you  should  know  that 
work  on  America’s  Strategic  Petro¬ 
leum  Reserve  has  slowed  to  a  crawl 
because  of  Davis-Bacon. 


Big  Labor  doesn’t  want  you  to 
know  these  facts.  Their  political  al¬ 
lies  in  Congress  and  the  career  bu¬ 
reaucrats  in  the  Department  of 
Labor  don’t  want  to  face  the  out¬ 
rage  of  inflation-burdened  consum¬ 
ers,  bankrupt  small  contractors  and 
their  jobless  employees  and  the 
minorities  who  want  to  work  but 
can’t  because  of  Davis-Bacon. 


The  Government  Accounting  Of¬ 
fice  (GAO),  for  one.  What  was 
good  forty  years  ago,  says  GAO, 
ought  to  be  repealed  as  soon  as 
possible.  If  Congress  can  summon 
the  courage  to  take  away  what  one 
construction  contractor  calls  “the 
greatest  treasure  in  Big  Labor’s 
chest.’’ 


The  Public  Service  Research 
Council  is  the  nation’s  largest  or¬ 
ganization  concerned  exclusively 
with  education  and  research  about 
public  sector  unionism,  including 
issues  like  Davis-Bacon.  Americans 
Against  Union  Control  of  Govern¬ 
ment  is  a  division  of  PSRC,  func¬ 
tioning  as  a  citizens  lobby  at  all 
levels  of  government. 

If  you’d  like  to  know  more  about 
the  billion  doiiar  Davis-Bacon  tax 
and  how  you  can  help  repeal  it, 
write  to  us.  We  think  it’s  past  time 
that  the  Big  Labor  bosses  and  their 
friends  in  Washington,  D.C.  stop 
getting  away  with  one  of  the  most 
outrageous  pork  barrel  scandals  of 
this  century. 

Public  Service  Research  Council 
Suite  600 

8330  Old  Courthouse  Road 
Vienna,  Virginia  22180 
(703)  790-0700 


Davis-Bacon  should  be  repealed 
because  it  costs  American  consum¬ 
ers  over  $1  billion  a  year  in  artificial 
wages  that  enrich  Big  Labor,  inflate 
construction  prices,  drive  small  con¬ 
tractors  and  their  workers  out  of 
jobs,  slow  down  needed  defense 
work  and  help  keep  Blacks,  His- 
panics  and  otner  minorities  on  the 
welfare  rolls. 


Consider  the  Symphony  Road, 
Boston,  housing  projects  for  the 
poor.  One  old  apartment  building  is 
being  renovated  at  a  cost  of 
$23,000  per  unit  and  will  rent  to 
eligible  families  for  up  to  $375  a 
month.  One  block  away,  another 
building  is  being  renovated  for  the 
same  purpose.  The  cost,  though,  is 
$39,000  per  unit  and  the  rent  is  up 
to  $600  per  family.  Davis-Bacon 
makes  the  difference. 


Or  look  at  the  water  treatment 
plant  the  City  of  Houston  is  build¬ 
ing.  Costs  for  the  plant’s  dryers  and 
filter  houses  skyrocketed  55%  be¬ 
cause  of  Davis-Bacon. 

If  that’s  not  enough,  construction 
costs  on  the  Metro  subway  system 
in  Washington,  D.C.  are,  according 


About  awards 


Bumper  Crop  .  .  .  Karen  Freiberg,  Kansas  City  Star, 
reaped  top  awards  among  members  of  the  Newspaper  Farm 
Editors  of  America  and  was  named  Farm  Editor  of  the  Year. 
Audrey  Mackiewicz,  Sandusky  Register,  won  the  J.S.  Rus¬ 
sell  Memorial  Award  for  “achievements  and  service  to  agri¬ 
culture  and  the  NFEA.”  Ward  Sinclair,  Washington  Post, 
was  judged  best  columnist,  and  Maggie  Menard,  Milwaukee 
Sentinel,  best  feature  writer. 

*  ♦  * 

Suburban  Class  ,  ,  .  To  Robert  Soctt  of  the  Randolph 
Reporter,  Bernards ville,  N.J.,  goes  the  title  of  Suburban 
Newspapers  of  America  editorial  contest  was  Chris  Studor, 
Brunswic  k  (Ohio)  Sun  Times;  and  third  honors  went  to  Mary 
Jo  Goellner,  Fenton  (Mo.)  Journal  in  the  St.  Louis  Suburban 
Newspapers  group. 

4e  :4c  3(c 

Young  Stars  .  ,  .  The  winners  of  this  year’s  Polly  Robin¬ 
son  Memorial  Awards  (for  feature  writing  in  Illinois  papers) 
are;  Gary  Marx,  Carhondale  Southern  Illinoisan;  Emilie 
Krebs,  Bloomington  Daily  Pantagraph;  and  Ed  Bean,  Lex¬ 
ington  Herald-Leader.  Certificates  to:  Robert  Watson,  Mt. 
Carroll  Mirror-Democrat;  and  Dorothy  Bland,  Rockford 
Register-Star. 

Champions  .  .  .  Judges  of  the  fifth  annual  Champion 
Media  Awards  for  Economic  Understanding  agreed  that  two 
entries  in  the  over-250,()00  circulation  class  deserved  first 
prizes  of  $5,000  each.  The  winners:  Ann  Crittenden,  New 
York  Times;  and  Stuart  Diamond,  Newsday.  First  prizes  were 
awarded  in  three  other  circulation  classes:  R.G.  Dunlop, 
Richard  Whitt,  Stewart  Bowman  and  Mike  Brown,  Louisville 
Courier-Journal;  George  Chaplin,  Honolulu  Advertiser;  and 
Bob  Shallit  and  Pete  Spivey,  Anchorage  Daily  News;  with 
second  prizes  of  $2,500  to:  Marc  Eisen,  Isthmus,  Madison, 
Wis.;  Paul  Jensen,  Dale  Kueter  and  A1  Swegle,  Cedar  Rapids 
Gazette;  and  the  Louisville  Times  team  of  Carlyn  Gatz,  Pam 
Luecke,  Cheryl  Magazine,  Paul  Zogg,  Patrick  Howington, 
Steve  Blain,  Kelly  Cocanougher,  Steve  Durbin,  Paul  Schuh- 
man  and  Susan  Tompor.  William  Greider,  formerly  with  the 
Washington  Post,  was  awarded  $5,000  for  his  Atlantic 
Monthly  interview  with  budget  director  David  Stockman. 
Lindley  H.  Clark,  Wall  Street  Journal,  won  a  second  prize. 
All  told  Champion  International  Corp.  distributed  $101 ,500  in 
media  prizes. 

♦  ♦  ♦ 

Shame  .  .  .  For  distinguished  education  reporting  the 
$1,000  grand  prize  and  a  first  prize  of  $500  of  the  Education 
Writers  Association  were  awarded  to  a  Philadelphia  Inquirer 
team  (Mary  Bishop,  Tom  Ferrick  and  Don  Kimelman)  who 
wrote  “The  Shame  of  the  Schools,”  revealing  abuses  and 
corruption  in  the  school  system.  Also  taking  some  of  the 
$1 1,000  prize  money  were:  Glen  Macnow,  Detroit  Free  Press; 
Sara  Rimer,  Washington  Post;  Frank  DeLaoch,  Marion  Hale, 
Helen  Huntley  and  Vernon  Smith  Jr.,  St.  Petersburg  Times; 
David  Behrendt,  Milwaukee  Journal;  Betty  Curren,  Man¬ 
assas  (Va.)  Journal-Messenger;  Peggy  Caldwell,  Education 
Week;  William  F.  Quigley  Jr.,  Newhuryport  (Mass.)  News; 
Fred  Anklam  Jr., yacLvon  (Mis's.)  Clarion-Ledger;  Philip  Ter- 
zian,  Lexington  (Ky.)  Herald. 

4c  #  3|C 

Disrobed  .  .  .  Merle  Linda  Wolin  bared  the  sweatshop 
labor  in  the  Los  Angeles  garment  industry  and  won  Columbia 
University’s  Paul  Tobenkin  Memorial  Award  for  the  Los 
Angeles  Herald  Examiner.  Her  articles  also  ran  in  La  Opin¬ 
ion,  Spanish-language  newspaper.  Honorable  mention  cita¬ 
tions  were  given  to  the  Huntington  ( W.  Va.)  Herald-Dispatch 
(Jerry  Laws,  reporter,  and  C.  Donald  Hatfield,  executive 


Workshops/Clinics/Seminars 

(National  and  Regional) 


JUNE 

4-5 — Stanford  Editor's  Conference,  Rickey's  Hyatt  House,  Palo 
Alto,  Calif. 

4-6— Mid  America  Press  Institute  seminar  for  copy  editors, 
Indianapolis 

6-9 — SNPA  Foundation  seminar,  "Improving  Newspaper  Writing." 
University  of  Mississippi,  Oxford. 

6-11 — Modern  Media  Institute,  Writing  Center  Seminar  for 
Journalism  Professors,  St.  Petersburg,  Fla. 

6-11 — Management  Development  Program  for  Newspaper  Exec¬ 
utives,  sponsored  by  University  of  Texas  Graduate  School  of 
Business  and  College  of  Communication  in  cooperation  with  Texas 
Daily  Newspaper  Association,  World  of  Resorts  Inn,  Lago  Vista,  near 
Austin,  Tex. 

6-16 — American  Press  Institute  Seminar,  "Management  and 

Costs,"  Reston,  Va. 


7-10 — Washington  Journalism  Center,  The  Changing  Economy, 
Washington,  D.C. 


13-23 — American 
Reston,  Va. 

Press 

Institute 

seminar. 

"City 

Editors," 

16-18 — Canadian 

Design 

Workshop, 

sponsored 

by 

Vancouver 

Sun,  Hotel  Vancouver,  Vancouver,  B.C. 

20-30 — American  Press  Institute  Seminar,  Copy  Desk  Chiefs  and 
Wire  Editors,  Reston,  Va. 

27-29 — Inland  Small  Newspaper  Management  Seminar 

(papers  under  15,000),  Chicago,  III. 

28 — Business  Finance  for  Non-Business  Managers,  Knight-Ridder 
Institute  Training  Seminar,  Miami,  Fla. 

27-July  2 — American  Press  Institute,  Marketing  the  Daily  Newspaper  Semi¬ 
nar,  Stanford  University,  Palo  Alto,  Calif. 

SEPTEMBER 

19-22 — ANPA/NPRAWorkshopon  Personnel,  Practices,  Pro¬ 
cedures  &  Policies,  The  Colony  Square  Hotel,  Atlanta. 


director),  and  to  George  Neavoll,  editorial  page  editor  of  the 
Wichita  Eagle-Beacon. 

4c  4c  4c 

The  Best  in  Sports  ...  In  the  annual  contest  of  the  Associ¬ 
ated  Press  Sports  Editors,  the  newspapers  rated  with  the  best 
sports  sections  are:  Boston  Globe,  Fort  Lauderdale  Sun- 
Sentinel,  and  Jackson  (Miss.)  Daily  News,  in  their  respective 
circulation  categories.  On  Sunday  the  No.  1  sections  are: 
Boston  Globe,  yac'kson  (Miss.)  Clarion  Ledger,  and  Stamford 
(Conn.)  Advocate.  The  best-looking  sections:  Atlanta  Jour¬ 
nal,  Fort  Lauderdale  News,  and  Jackson  Daily  News.  And 
apse’s  list  of  best  writers  includes:  Alan  Greenburg,  Los 
Angeles  Times;  Bob  Rubin,  Miami  Herald;  Tim  Tucker, 
Atlanta  Journal;  Bob  Waters,  Newsday;  Jay  Lawrence,  W. 
Palm  Beach  Post;  Jim  Cullen,  Windsor  Star;  Paul  Borden, 
Jackson  Clarion-Ledger;  Hal  Bodley,  Wilmington  Morning 
News;  Bob  Chick,  St.  Petersburg  Independent;Gaxy  D’ Ama¬ 
to,  Racine  Journal  Times;  and  Bernard  Fernandez,  Jackson 
Daily  News. 

4c  4c  4c 

Cartoons  Are  Big  Business  .  .  .  when  it  comes  to  the  Small 
Business  Foundation  of  America.  Prize  money  ($1,000)  was 
given  to  the  following  for  1981  cartoons;  Jerry  Fearing,  St. 
Paul  Disptatch;  Milt  Priggee,  Crain’s  Chicago  Business;  and 
Chan  Lowe,  Oklahoma  City  Times. 

4c  ♦  4c 

McCarthyism  .  .  .  Dean  Edwin  Bayley  of  the  Graduate 
School  of  Journalism  at  the  University  of  California- Berkeley 
has  close  contact  with  the  late  Joseph  R.  McCarthy  while  he 
was  a  reporter  in  Washington.  His  book,  “Joe  McCarthy  and 
the  Press,”  will  bring  him  the  $300  Frank  Luther  Mott- Kappa 
Alpha  Tau  Research  Award  at  the  AEJ  convention  in  July  at 
Athens,  Ohio. 
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Here’s  the  entirely  new  press  designed  to  offer 
the  mid-range  daily  newspaper  a  modestly 
priced,  yet  high  production,  double  width  web 
offset  press. 

M.A.N.  Roland  USA,  Inc.  is  celebrating  it’s 
new  name  with  the  introduction  of  the  Uniman 
4/2  at  the  ANPA/RI  Production  Management 
Conference.  Don’t  miss  it. 


See  the  features  which  heretofore  have 
been  available  only  on  equipment  at  twice  the 
price.  Now,  reliability,  ease  of  operation,  and 
quality  printing  are  here... on  tomorrow’s 
press,  today. 

If  you  miss  us  at  Booth  181 ,  ANPA,  call  or 
write  for  additional  information. 


M.A.N.-Roland  USA,  Inc. 

NEWSR^PER  PRESS  DIVISION 
333  Cedar  Avenue 
Middlesex,  NJ  08846-2499 
(201)469-6600 


Editor  &  Publish( 


Robert  U.  Brown,  President  and  Editor 
Ferdinand  C.  Teubner,  Pubiisher 


THE  FOURTH  ESTATE 


James  Wright  Brown 
Publisher,  Chairman  of  the  Board,  1912-1959 


Guest  editorial 


‘Work  smarter,  not  harder’ 

By  James  W.  Snodgress 

Bloomington  (Ind.)  Herald  Times  Inc. 

The  good  old  laissez  faire  days  for  the  newspaper  business 
are  gone. 

Newspapers  today  aren’t  the  only  link  between  people  and 
the  world.  In  the  rush  of  time  and  progress,  we  run  the  risk  of 
being  over-run  by  the  future  ...  or  worse  yet,  ignored  as 
irrelevant  by  the  public — crowded  out  by  other  activities. 

In  short,  we  must  now  fight  for  our  place  in  people’  lives 
and  earn  our  indispensability  in  the  marketplace  .  .  .  just 
like  the  stores  and  the  products  we  advertise  have  to  fight  for 
their  place  in  the  sun. 

We  must  realize  we  are  a  product  that  has  to  be  marketed 
and  sold  like  any  other  product,  service  or  idea. 

We  have  all  the  ingredients  required  for  producing  and 
marketing  our  product.  The  need  is  to  channel  all  our  efforts 
cooperatively,  constructively  and  efficiently  toward  produc¬ 
ing  one  product,  serving  one  public  and  contributing  to  one 
bottom  line.  Total  cooperation  and  reinforcement  by  every 
department  and  employee  must  be  our  major  goal. 

The  entire  newspaper  is  information  .  .  .  some  called  hard 
news,  some  called  soft  news,  some  called  advertising. 
Research  tells  us  each  is  equally  important  to  the  reader. 
Therefore,  there  are  no  second-class  citizens  on  a  newspaper. 

We’ll  all  have  to  be  sales  and  marketing  oriented. 

Reporters  must  realize  they  must  sell  the  usefullness  and 
relativity  of  the  information  in  every  story  they  write. 

Rim-editors  must  realize  the  headline  they  write  must  sell 
the  story. 

Makeup  editors  and  the  entire  dummy  creation  process 
must  point  toward  simple,  clear  and  attractive  page 
graphics. 

The  whole  newsroom  must  look  at  today’s  Front  Page  and 
ask,  “Would  I  buy  this?” 

Production  people  must  realize  readership  depends  on 
reproduction  quality  free  of  errors. 

Circulators  must  realize  there  is  no  such  thing  as  telling 
carriers  or  district  managers  to  get  more  subscriptions.  They 
must  plan  the  sales  approach  and  know  who  they  are  trying 
to  sell. 

Finance  people  must  realize  that  customers  as  well  as  em¬ 
ployees  react  well  to  good  business  practices  fairly,  con¬ 
sistently  and  smilingly  applied. 

General  management  must  realize  today’s  marketing  cli¬ 
mate  requires  good  people  creating  a  good  newspaper  every 
day  and  addressing  the  interest  of  today’s  public. 

We  must  know  where  we’re  going  and  how  we’re  going  to 
get  there.  It’s  the  old  saw,  “Work  smarter,  not  harder.” 

(Snodgress  is  viceprsident/advertising  of  the  Bloomington  (Ind.) 
Herald-Telephone  and  Sunday  Herald  Times.) 
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Guest  Editorial 

Interesting  times  for  lAPA  and  press  freedom 


By  Charles  E.  Scripps 

President, 

Inter  American  Press  Association 

The  Inter  American  Press  Association 
(lAPA)  faces  its  most  interesting  times. 
The  battle  for  press  freedoms  has 
changed  dramatically,  both  in  the  style  of 
the  conflict  and  in  the  makeup  of  the 
opposition. 

At  its  inception,  in  the  early  1950’s,  the 
enemy  was  mostly  the  military  dicta¬ 
torships.  On  the  one  side  were  the  mili¬ 
tary  and  police  powers  of  government, 
and  on  the  other,  the  people  whose  free¬ 
doms  were  at  stake.  lAPA  had  the  ideo¬ 
logical  advantage  against  force  of  govern¬ 
ment. 

Today,  a  growing  enemy  of  press  free¬ 
dom  is  a  body  of  public  opinion,  ideolog¬ 
ically  oriented  to  the  idea  that  the  press 
must  be  directed  by  government  in  order 
to  serve  the  “needs  of  the  people”  as 
determined  by  government. 

Many  of  us  have  taken  it  for  granted 
that  everybody  knows  that  a  free  and  in¬ 
dependent  press  is  essential  to  ensure  the 
guarantee  of  human  rights.  We  have 
taken  it  for  granted  that  everybody  under¬ 
stands  and  agrees  that  a  society  made  up 
of  enfranchised  citizens  and  a  govern¬ 
ment  administrated  by  public  servants  is 
vastly  better  than  a  society  made  up  of 
rulers  and  subjects. 

Ideologies  that  support  government 
controls  and  constraints  on  press  free¬ 
dom  seem  to  be  gaining  in  popularity,  or 
perhaps  it  only  seems  that  way  because 
their  proponents  are  becoming  more  out¬ 
spoken.  They  have  found  a  useful  forum 
in  the  debates  and  discussions  surround¬ 
ing  UNESCO’s  New  World  Information 
Order. 

A  number  of  nations,  members  of  UN¬ 
ESCO,  are  fearful  that  the  so-called  New 
World  Information  Order  will  produce  re¬ 
solutions  that  sanction  government  con¬ 
trol  and  inhibit  the  free  flow  of  informa¬ 
tion.  A  much  larger  number  of  nations  are 
fearful  that  the  New  Order  will  oppose 
government  controls  and  promote  the 
ideals  of  free  press  and  free  flow  of  in¬ 
formation. 

The  New  World  Information  Order  will 
be  defined  in  one  way  or  another  by  UN¬ 
ESCO  resolution.  Then  it  may  go  to  the 
United  Nations  itself.  Finally,  the  ideas 
set  forth  will  find  their  way  into  the  laws 
and  administrative  regulation  of  member 
nations. 

The  lAPA  holds  two  meetings  every 
year.  The  general  assembly  meets  this 
year  in  Chicago,  September  27-October 
I,  and  next  year  in  Lima,  Peru.  We  alter¬ 
nate  between  North  and  South  America. 

(Charles  E.  Scripps  is  chairman  of  the 
board  of  Scripps-Howard  Newspapers.) 
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In  March,  the  Board  and  committees 
meet  somewhere  in  the  Caribbean  or 
Central  American  area.  Other  members 
attend  these  meetings.  Next  March,  we 
meet  in  Manzanillo,  Mex. 

The  primary  focus  of  these  meetings  is 
press  freedom. 

One  of  the  rewards  of  lAPA  activities 
has  been  the  continuing  demonstration 
that  public  opinion  does  count  for  some¬ 
thing.  A  very  personal  reward  has  been 
the  friendships  and  understandings  that 
have  developed  among  members  from 
throughout  the  hemisphere.  In  the  begin¬ 
ning,  there  were  some  tensions  between 
members  from  different  countries.  These 
seem  to  have  evaporated.  Members  often 
bring  wives  and  sometimes  children  to 
the  meetings.  Just  as  in  ASNE  or  ANPA. 
getting  to  know  one  another  makes  it 
possible  to  work  together  effectively. 

It  is  sad  and  frustrating  to  ponder  the 
implications  of  the  armed  conflict  to  de¬ 
termine  which  flag  shall  fly  over  a  tiny 
archepelago  in  the  South  Atlantic.  We 
must  hope  and  pray  for  an  early  conclu¬ 
sion  and  minimal  bloodshed. 

However,  that  other  conflict,  between 
the  ideals  of  a  free  press  and  the  ideals  of 
government  controls,  isn't  ever  going  to 
end.  The  fight  will  go  on  and  on,  and  so 
must  lAPA. 


Short  takes 

“That’s  Incredible”  reports  on  nine 
people  who  jump  off  a  lOOO-foot  bridge 
held  by  suspenders — Sunday  Oklaho¬ 
man. 

*  *  * 

Mrs.  X  said  they  came  to  the  door  in 
their  sheepwear  with  flashlights — Tulsa 
(Okla.)  Tribune. 


Letters 


OUTCRY 

The  outcry  over  the  revelation  that 
Ann  Landers  has  been  using  unlabeled 
recycled  letters  in  her  advice  column 
prompted  the  Tampa  Tribune  to  ask  its 
readers  to  give  Ann  some  advice. 

Within  24  hours,  679  readers  called  and 
wrote  letters  to  us  on  a  topic  that  aroused 
much  emotion.  Of  those  responses,  542 
readers  lined  up  in  support  of  Ann;  1 18 
said  they  thought  the  syndicated  col¬ 
umnist  was  wrong;  and  19  were 
undecided. 

One  reader,  Chris  Simmons,  sent  along 
this  poem: 

“The  only  reason  I  take  the  paper  each 
day 

Is  to  see  what  Ann  Landers  has  to  say. 
If  what  she  says  is  good  advice 
Who  cares  if  you  read  it  twice? 

If  that’s  all  you  can  find  wrong  in  the 
paper  today. 

I’ll  ask  God  to  remember  you  when  1 
pray.” 

Judy  Hamilton 

(Hamilton  is  features  editor,  Tampa  Tri¬ 
bune  and  Tampa  Times.) 


FOR  THE  RECORD 

For  the  sake  of  accuracy,  there  are  at 
least  two  more  newspapers  in  North 
America  with  an  ombudsman — the  Flor¬ 
ida  Times-Union  and  Jacksonville  Jour¬ 
nal.  They  were  omitted  from  the  report 
by  Dick  Cunningham  in  the  May  22  issue 
of  E&P.  The  ombudsman  program  was 
established  at  the  newspapers  here  over 
six  years  ago. 

Art  Richardson 

(Richardson  is  Reader  Advocate  for  the 
Florida  Newspapers.) 


JAMES  RESTON 

is  one  of  a  prize-winning 
group  of  columnists  you  can 
feature  when  you  choose  the 
Full  Wire,  Pony  Wire,  Five- 
Day-a-Week  Mail  Service  or 
the  Weekend  Service.  The 
NYT  News  Service’s  depth 
and  scope  represents  the 
best  in  American  journalism. 

Details:  Contact  Bill  O'Shea,  (212)  972-1072 
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LowUnenployment  and 
High  Effective  Buying  Income 
make  Metro  Harrisburg  one  of 
your  best  market  buys  in 
the  Northeast! 

Metro  Harrisburg  continues  to  offer  adwrtisers  a  solid 
market  for  practically  any  product. 

The  Northeast's  fastest  growing  market  in  per  capita 
household  income  during  the  past  decade,  Harrisburg  was 
in  the  top  SO  markets  in  median  EBl  at  the  end  of  last  year!* 

Metn)  Harrisburg  also  set  a  new  record  for  employed 
adults  last  month  and  currently  has  one  of  the  lowest 
rates  of  unemployment  for  any  market  in  the  Middle 
■Mlantic  States.** 

.\ccording  to  the  latest  audience  study  by  Belden  .Associ¬ 
ates  of  Dallas.  Texas.  Tlie  Patriot-News  reaches  ~1%  of  the 
adults.  18  and  over,  in  the  Harrisburg  Market  .\rea  e\er\  day. 

(’.hcx'k  with  your  Newhouse  representative  for  details. 

*Sale!i  &  Marketing  Management 
**Penns>1\ania  Business  Sur\e> 


FATRIOr 

NB/VS 


Harrisburg  Patriot-Nei\'s 
A  Newhouse  Newspaper 
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Detroit  News 
completes 
press  conversion 

Detroit  News  has  successfully 
completed  the  first  letterpress  to 
offset  conversation  of  any  major 
U.S.  metropolitan  daily. 

The  conversion  was  accomplished 
while  still  publishing  seven  days  a 
week.  News  has  a  daily  circulation  of 
630,000  and  850,000  on  Sundays. 

The  equipment  converted  to  the 
Tokyo  Kikai  Seisakusho  (TKS)  let¬ 
ter/offset  system  included  54  Goss 
Mark  V  units,  18  color  decks,  and  12 
color  humps.  The  presses  have  re¬ 
tained  the  letterpress  flexibility  in 
printing  of  spot  color  and  multicolor 
but  with  offset  quality.  Press  speeds 
and  page  capacity  are  the  same  as  the 
letterpress  operation. 

“We  now  offer  high  quality  spot 
and  multicolor  capability  to  both  our 
advertisers  and  editorial  depart¬ 
ment,  which  was  not  possible  with 
letterpress  equipment,”  explains 
Raymond  J.  Eby,  operations  direc¬ 
tor  at  the  News.  “We  now  have  a 
seven-day  editorial  multicolor  pro¬ 
gram  that  really  brightens  up  the  pa¬ 
per.  It  looks  great!” 

During  the  conversion  a  HELL 
299L  color  scanner  was  purchased  to 
have  in-house  capability  to  scan 
advertising  and  editorial  multicolors. 

The  News  chose  to  convert  the 
letterpress  equipment  to  offset  be¬ 
cause  the  Sterling  Heights  produc¬ 
tion  facility  and  its  equipment  were 
less  than  ten  years  old. 
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Every  Saturday  since  1884 

FIEJ  backs  development 
of  kenaf  production 


By  Robert  U.  Brown 

The  International  Federation  of  News¬ 
paper  Publishers  (Federation  Interna¬ 
tionale  des  Editeurs  de  Joumaux)  at  its 
35th  Congress  in  Oslo,  Norway,  last 
week,  passed  a  resolution  which  urged 
retaining  a  “national  and  international 
organization”  to  embrace  and  promote 
the  raising  of  kenaf  around  the  world. 

The  language  in  the  resolution  is  be¬ 
lieved  by  observers  to  mean  UNESCO 
and  other  United  Nations  bodies. 

FIEJ  members  recommended  the  rais¬ 
ing  of  kenaf  as  a  cash  crop  particularly  in 
poorer  countries  which  in  turn  could  be 
used  to  produce  more  and  cheaper  paper. 

Report  on  kenaf 

Donald  N.  Soldwedel,  publisher, 
Yuma  (Ariz.)  Sun,  reported  to  FIEJ  on 
the  success  of  raising  kenaf  as  a  cheaper 
substitute  for  wood  pulp  and  its  manufac¬ 
ture  into  usable  newsprint. 

Soldwedel  said  at  least  five  large  news¬ 
print  manufacturers  are  working  on  the 
use  of  kenaf  and  that  there  is  a  new  re¬ 
search  effort  to  develop  a  more  water  and 
energy  efficient  manufacturing  process. 

Reflecting  increasing  global  interest  in 
kenaf  development,  he  said,  is  the  desire 
of  FIEJ  to  be  included  in  the  conferences 
between  American  newspaper  publishers 
and  Canadian  newsprint  manufacturers; 
also,  the  scheduling  of  a  conference  on 
kenaf  in  1984  by  the  Technical  Associa¬ 
tion  of  the  Pulp  and  Paper  Industry 
(TAPPI). 

Financial  report 

Almost  2(X)  delegates  from  22  member 
national  publisher  associations  heard  a 
financial  report  of  increasing  FIEJ  oper¬ 
ating  deficits  which  was  wiping  out  its 
reserves. 

In  addition  to  making  its  10  committees 
more  financially  self-sustaining,  and 
obtaining  circulation  and  circulation  re¬ 
venue  from  its  “Bulletin”  the  members 
approved  an  assessment  of  an  extra 
year’s  dues  by  member  associations  pay¬ 
able  over  one  to  three  years. 

New  banking  regulations  in  France  fol¬ 
lowing  the  nationalization  of  banks  there 
(FIEJ  headquarters  is  in  Paris)  required 
the  members  to  authorize  establishment 
of  headquarters  in  other  places,  if  desir¬ 
able,  while  still  maintaining  a  Paris  office. 

Officers  re-elected 

All  FIEJ  officers  were  re-elected  for 
two-year  terms:  Frans  Vink,  Het  Laatste 


Nieuws,  Brussels,  president;  Giovanni 
Giovannini,  La  Stampa,  Turin,  Italy,  first 
vicepresident;  Olof  Wahlgren.  Sydsvens- 
ka  Dagbladet,  Malmo,  Sweden,  secre¬ 
tary;  and  Jan  J.  Nouwen,  Haagsche 
Courant,  The  Hague,  treasurer. 

Allen  Neuharth,  Gannett  Newspapers, 
was  re-elected  as  vicepresident  from  the 
U.S. 

In  an  unusual  move,  it  was  announced 
that  the  executive  board  wished  to  elect 
Gordon  Linacre,  Yorkshire  Post,  as  pres¬ 
ident  in  1984,  so  he  was  re-elected  a 
vicepresident  in  spite  of  his  having  filled 
the  constitutional  maximum  of  terms. 

Presents  award 

At  its  opening  ceremony  in  the  Oslo 
Town  Hall,  FIEJ  presented  its  “Golden 
Pen  of  Freedom”  award  to  Pedro 
Joachim  Chamorro  Barrios,  editor  of  La 
Prensa,  Managua.  Nicaragua. 

Responding  to  the  welcoming  addresses. 
FIEJ  president  Vink  said,  “It  is  my 
firm  belief  that  the  printed  word  is  here  to 
stay  whatever  audiovisual  developments 
we  will  witness,  for  the  printed  word  is 
the  best  support  of  thinking  ...  A 
learned  society  bases  its  communications 
on  the  printed  word  for  the  sake  of 
reliability  ...  By  virtue  of  its  unique 
qualities  of  which  availability  and  cheap¬ 
ness  rank  high,  newspapers  will  enter  the 
third  millennium  of  our  era  and  will  serve 
their  communities  in  the  two 
thousands  .  .  .  We  do  not  claim  special 
privileges  for  the  press.  The  respect  for 
all  of  the  Universal  Declaration  of  Human 
Rights  of  the  UN,  and  more  specifically 
of  its  Article  19;  ‘Everyone  has  the  right 
to  freedom  of  opinion  and  expression; 
this  right  includes  freedom  of  opinion  and 
expression;  this  right  includes  freedom  to 
hold  opinions  without  interference  and  to 
seek,  receive  and  impart  information  and 
ideas  through  any  media  and  regardless  of 
frontiers,'  is  a  frame  safe  enough  so  as  to 
enable  us  to  be  of  service  to  our  com¬ 
munities.” 

Subsidy  system 

During  a  discussion  on  government  aid 
to  the  press,  Jan-Erik  Wikstrom,  Swedish 
Minister  of  Education,  reported  on  the 
system  of  subsidies  to  newspapers  there 
mostly  supported  by  a  tax  on  advertising 
and  called  it  a  successful  program  be¬ 
cause  without  it  25  daily  newspapers 
would  have  had  to  close  down  in  the  last 
decade.  He  said  freedom  of  the  press  had 
(Continued  on  page  10) 
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THE  1982  NY  Newspaper  Advertising  Sales  Association  Scholarship 
Awards  were  announced  at  the  association's  May  meeting.  Flanked  by 
Knight-Ridder  Newspapers'  Joe  Bognar  (left),  president  of  NY  NASA,  and 
Million  AAarket  Newspapers'  Bill  Harrison  (right),  the  winners  are  (left  to 
right)  Denise  Gallic,  a  second  prize  winner  ($750)  from  SSC&B  in  New  York; 
Dixie  Deacon,  third  place  winner  ($500)  from  Lord,  Gleer,  Frederico, 
Einstein,  Inc.,  in  New  York;  and  first  prize  winner  ($1,000)  Dan  Azzaro  of 
Wells,  Rich,  Greene,  Inc.  in  New  York. 
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been  maintained  and  the  whole  industry 
has  improved  in  quality. 

Roger  Bouzinac,  director  of  the  federa¬ 
tion  of  national  press  in  France,  told  how 
there  is  no  direct  aid  from  the  public 
treasury  to  the  press  but  assistance  was  in 
the  form  of  preferential  rates  on  the  Value 
Added  Tax;  partial  tax  exemption  on  in¬ 
vestment  profits;  advantageous  postal, 
telephone  and  railroad  charges;  govern¬ 
ment  control  on  the  volume  of  television 
advertising,  plus  a  new  opportunity  this 
month  for  newspapers  to  start  radio  sta¬ 
tions. 

A1  Neuharth  told  how  the  U.S.  press 
operated  without  direct  government  aid 
(except  for  postal  rates)  and  said  it  is  a 
distinct  advantage  because  there  is  no 
government  interference.  The  very 
acceptance  of  government  aid  opens  the 
possibility  of  government  influence,  he 
said.  The  greatest  danger  is  the  tempta¬ 
tion  to  government  to  interfere,  he  said. 

Neuharth’s  statement  that  he  believed 
the  U.S.  press  was  more  free  than  any 
press  in  Western  Europe  brought  protests 
from  Italian  and  German  delegates  who 
contended  they  had  complete  editorial 
freedom. 

Main  task 

In  her  annual  report,  Maribel  Bahia, 
FIEJ  director,  sad  that  as  “the  interna¬ 
tional  employers'  organization”  its  main 
task  is  to  serve  and  safeguard  their  com¬ 
mon  interests  in  the  areas  of  circulation, 
advertising,  newsprint,  management, 
training  of  journalists,  etc. 

Robin  Thomas,  vicechairman  of  North 
Wales  Newspapers,  Ltd.,  said  that  news¬ 


papers  research  attitudes  of  readers  and 
advertisers  and  should  apply  the  same 
care  “to  understanding  and  knowing  our 
employes  since  they  are  the  most  unpre¬ 
dictable  resource  we  have.”  He  warned 
against  treating  employes  like  machines. 
This  is  a  danger  in  direct  proportion  to  the 
size  of  the  operation,  he  said. 

Employes  are  rarely  told  anything  about 
the  economics  of  the  business,  and 
they  should  be,  he  said. 

Electronic  threat 

Alfred  Neven  Du  Mont,  president  of 
the  Federation  of  German  Newspaper 
Publishers,  said  newspapers  are  being 
threatened  by  the  rapid  expansion  of  elec¬ 
tronic  media.  He  said  the  economic  fu¬ 
ture  of  newspapers  depends  on  how  they 
turn  this  competition  to  their  own  advan¬ 
tage  and  how  they  proceed  to  improve 
their  own  quality.  He  urged  further  in¬ 
vestment  by  publishers  in  new  presses, 
color,  faster  typesetting  and  in  good  peo¬ 
ple — “good  journalism.” 

Susumu  Ejiri,  director  of  the  Japanese 
Newspaper  Publishers  Association,  gave 
a  detailed  technical  account  of  the 
videotext  system  there  and  CATV  de¬ 
velopment  plus  its  experimental  com¬ 
munication  satellite  and  the  use  of  optical 
fibers. 

He  forecast  that  newspapers,  no  matter 
how  they  are  delivered  into  the  homes  in  a 
multiplicity  of  electronic  opportunities, 
must  continue  to  demonstrate  dedication 
to  social  responsibility  or  run  the  risk  of 
reduced  freedom. 

Simopekka  Nortamo,  editor-in-chief  of 
Sanomat,  Helsinki,  Finland,  challenged 
the  traditions  of  editorial  titles  and  re¬ 
sponsibilities  and  interests.  He  ques¬ 
tioned  the  “straitjacketed  science”  that 


has  decided  the  world  is  split  into  “local, 
domestic  and  foreign,  business  and  the 
arts,  sports  and  women.”  He  defied  his 
listeners  to  find  a  “new  order  to  the  rela¬ 
tivities  and  gravities  of  editorial  con¬ 
tent.” 

Magnar  H.  Enebakk,  Aftenposten, 
Oslo,  described  the  joint  distribution  sys¬ 
tem  for  newspapers  started  in  1945.  By 
1953  all  the  morning  papers  in  Oslo,  ex¬ 
cept  one,  had  a  joint  packaging  and  car¬ 
rier  distribution.  In  1971,  distribution 
cooperation  began  among  newspapers 
outside  of  Oslo.  Today  a  government 
grant  of  a  fraction  of  a  cent  per  copy 
assists  the  distribution  of  174  newspa¬ 
pers.  Political  bias  has  never  been  a  fac¬ 
tor,  he  said. 

In  a  closing  speech,  Thor  Heyerdahl, 
anthropologist  and  explorer,  urged  news¬ 
paper  publishers  of  the  world  press  to 
keep  their  readers  informed  on  the 
hazards  threatening  our  seas  and  air  by 
abuse  of  the  ecology  and  population 
growth. 

Des  Moines  Tribune 
to  end  publication 

Des  Moines  Register  &  Tribune  Co. 
said  (June  2)  it  will  merge  its  two  Des 
Moines  dailies  into  one  morning  newspa¬ 
per  in  the  fall,  pending  approval  by  the 
board,  which  will  meet  June  21. 

David  Kruidenier,  chairman,  and  Mi¬ 
chael  G.  Gartner,  president  and  editor, 
said  the  consolidation  in  Des  Moines 
would  improve  the  parent  company’s  prof¬ 
itability. 

For  the  first  quarter  ending  April  3,  the 
company  which  also  owns  several  radio 
and  tv  stations  posted  a  $618,(KX)  loss,  up 
from  the  year  earlier  loss  of  $162,(X)0. 

It  was  reported  in  the  Des  Moines  Regis¬ 
ter  that  from  150  to  2(X)  of  the  1 ,030  work¬ 
ers  at  the  two  papers,  including  30  to  60  in 
the  newsroom,  will  lose  their  jobs  as  a  re¬ 
sult  of  the  consolidation. 

The  Tribune  joins  the  list  of  afternoon 
metropolitan  newspapers  that  have  closed 
in  the  last  year.  Minneapolis  Star,  which 
was  owned  by  another  branch  of  the 
Cowles  family  that  owns  the  Des  Moines 
Register  &  Tribune,  was  combined  into  the 
Minneapolis  Tribune,  a  morning  paper. 

James  Gannon,  executive  editor, 
blamed  the  closing  of  the  afternoon  Tri¬ 
bune  on  changing  consumer  lifestyles  that 
reduced  demand  for  the  afternoon  daily, 
which  has  dropped  from  a  peak  circulation 
of  147,000  in  1947  to  about  68,000.  In 
1981,  the  Tribune’s  circulation  area  was 
cut  to  8  counties  from  22  and  its  number  of 
editions  cut  to  one  a  day,  from  two. 

Officials  said  they  hoped  the  new  com¬ 
bined  daily  would  have  a  circulation  of 
248, (XX).  The  Register  has  a  statewide  cir¬ 
culation  of  210,000  at  present.  Kruidenier 
said  the  new  paper  will  be  mostly  home 
delivered,  but  that  it  was  leaving  open  the 
option  of  an  afternoon  edition  for  street 
sales  only. 
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Economics  may  homogenize  ‘aiternatives’ 


By  Susan  Block 

American  “alternative  newsweeklies” 
are  now  almost  as  different  from  one 
another  as  they  are  from  the  daily  news¬ 
papers  that  rule  their  cities.  But  their  lo¬ 
cal  peculiarities  may  melt  away  as  the 
“alternatives”  join  forces  for  the  sake  of 
national  advertising.  These  issues  be¬ 
came  increasingly  apparent  during  the 
fifth  annual  convention  of  the  Associa¬ 
tion  of  Alternative  Newsweeklies  (AAN 
—  formerly  NAAN)  held  in  Portland 
(May  12-15). 

What’s  alternative  in  Phoenix  isn’t 
necessarily  alternative  in  Chicago.  Other 
than  that  they  both  come  out  free  once  a 
week  and  support  themselves  on  display 
advertising,  the  Phoenix  New  Times 
Weekly  and  the  Chicago  Reader  don’t 
have  much  in  common. 

New  Times  Weekly  specializes  in  in¬ 
vestigative  articles  about  local  politics. 
“Our  writers  have  interesting,  personal 
perspectives  on  what  they  cover,”  ex¬ 
plained  editor  Michael  Lacey.  “As  long 
as  that’s  the  case,  we’ll  always  beat  the 
dailies  at  their  story.” 

Chicago  Reader  publisher  Robert 
Roth’s  goal  is  not  news  coverage  at  all, 
but  what  he  considers  “good  writing.” 
The  Reader’s  articles  are  long  pieces 
dealing  with  such  eccentric  topics  as  a 
local  ventriloquists’  convention  and  the 
art  of  beekeeping. 

Willamette  Week  editor  and  co¬ 
publisher  Ronald  Buel,  a  former  Wall 
Street  Journal  reporter,  considers  his 
paper  to  be  “something  of  a  press  critic.” 
Besides  “covering”  the  daily  Oregonian, 
this  Portland  weekly  investigates  big 
business  and  real  estate.  However,  it  has 
four  libel  suits  pending,  the  biggest  one 
being  brought  for  $30  million  by  develop¬ 
ers  of  a  real  estate  project  in  the  Portland 
harbor. 

Many  of  the  smaller  alternatives,  such 
as  the  Chico  News  and  Review  and  the  St. 
Louis  Riverfront  Times,  have  also  arisen 
primarily  to  challenge  the  rule  of  their 
local  dailies. 

“It’s  up  to  alternative  papers  to  give 
people  a  portrait  of  their 
communities  ...  a  psycho-social 
weather  report,”  Everett  Dennis,  dean  of 
the  University  of  Oregon  Journalism 
School,  told  AAN  members  about  his  re¬ 
cent  visits  to  21  American  dailies.  “I 
found  daily  newspaper  reporters  aston¬ 
ishingly  ignorant  of  their  own  communi¬ 
ties.” 

“Even  though  the  Hartford  Courant 
may  have  picked  up  on  our  wine  columns, 
they  can’t  report  on  Hartford  insurance 
companies  the  way  we  do,  ”  said  Mitchell 
Young,  advertising  director  for  the  five- 
paper  Advocate  chain  of  New  England. 

The  big  daddy  of  all  the  AAN  members 
is  the  Boston  Phoenix,  a  mammoth  week- 
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ly  that  is  not  free  like  most  AAN  papers. 

In  1966,  it  was  a  four-page  entertainment 
throwaway.  Now  it  occasionally  out¬ 
weighs  the  New  York  Times  and  boasts 
over  134,000  readers.  The  Phoenix  pro¬ 
duces  plays  and  other  events,  advertises 
itself  regularly  on  the  radio  with  a  fully 
orchestrated  Phoenix  jingle,  and  is  about 
to  secure  a  local  franchise  cable  tv  chan¬ 
nel.  The  weekly  has  become  such  an 
established  Boston  institution  that  the 
mayor  declared  a  “Boston  Phoenix 
Week”  to  be  celebrated  in  November. 

Despite  his  paper’s  power,  the 
Phoenix’s  flamboyant  publisher  Stephen 
Mindich,  a  former  actor,  considers  his 
paper  to  be  not  so  much  an  alternative  to 
the  Boston  Globe  as  a  supplement. 

“The  Globe  is  a  leader  in  our  commun¬ 
ity,”  asserted  Mindich.  “But  they  don’t 
do  it  all,”  he  added  with  a  wink.  “The 
Phoenix  does  the  rest.”  Mindich  and  his 
staff  feel  that  by  covering  stories  the 
Globe  wouldn’t  cover,  they  stimulated 
the  Globe  to  change. 

“I  believe  that  the  Globe  is  a  much 
better  newspaper  because  of  the 
Phoenix,”  said  former  Phoenix  managing 
editor  Derek  Shearer. 

AAN  keynote  speaker  Richard  Meek¬ 
er,  author  of  “Newspaper:  S.I.  New- 
house  and  the  Business  of  News,”  ex¬ 
tended  Shearer’s  notion  a  step  further. 
“No  dailies  can  ignore  what  goes  on  in 
weeklies,”  he  maintained.  “And  the 
most  important  role  of  alternative  papers 
is  to  encourage  local  dailies  to  be  better.” 

Most  AAN  publishers  would  probably 
find  Meeker’s  last  statement  a  little  over¬ 
ly  idealistic;  though  they  were  eager  to 
exchange  tips  throughout  the  Portland 
convention  on  everything  from  time  man¬ 
agement  to  micro-computerized  bill  col¬ 
lection.  Still,  their  real  business  is  to  stay 
in  business,  and  it’s  a  fight  for  economic 
survival. 

“The  irony  here  is  that  AAN  members 
talk  about  business  so  much  because 
that’s  the  area  in  which  most  of  us  are 
woefully  deficient,”  explained  Pacific 
Sun  publisher  Steven  McNamara.  Since 
about  70%  of  their  papers  are  free,  up 
until  now  they’ve  depended  almost  exclu¬ 
sively  on  local  advertising. 

“We’re  all  interested  to  varying  de¬ 
grees  in  national  advertising,”  said  AAN 
president  Darrell  Oldham,  also  publisher 
of  the  Seattle  Weekly.  AAN  publishers 
have  been  trying  to  get  themselves  a  com¬ 
mon  national  advertising  representative 
since  they  formed  in  1978. 

“There’s  no  doubt  that  combining  our 
papers  enhances  our  attractiveness  as  a 
market,”  Oldham,  an  ex-advertising 
man,  continued.  All  AAN  members  claim 
that  their  most  loyal  readers  are  of  the 
baby  boom  generation,  the  upwardly 
mobile,  well-educated,  professional  2(1- 
40-year-olds,  spending  their  money  on 


movies  and  microcomputers,  running 
shoes  and  bottles  of  wine. 

“They’re  the  only  generation  to  de¬ 
mand  their  own  newspapers,”  said  New 
Times  Weekly  publisher  James  Larkin. 

It  would  seem  that  finding  a  national  ad 
rep  for  such  a  promising  market  with  a 
combined  circulation  of  1 .7  million  would 
not  be  such  a  time-consuming  task. 
However,  it  has  taken  them  five  years. 
For  one  thing,  the  AAN  papers’  differ¬ 
ences  in  size  have  made  it  difficult  for 
them  to  agree. 

“In  terms  of  national  advertising,”  ex¬ 
plained  Bill  Scott,  president  of  City 
Newsweeklies  Advertising  Network 
(CNAN),  a  firm  that  is  offering  to  repre¬ 
sent  the  AAN  papers,  “there’s  the  haves, 
the  have  nots,  and  the  Boston  Phoenix.” 
Most  of  the  “have  nots”  hope  the 
“haves”  will  sign  so  the  smaller  papers 
will  get  national  advertising  via  the 
“trickle  down  effect.”  But  the  Phoenix, 
as  well  as  a  few  of  the  “haves”,  were 
hesitant  to  sign  with  any  of  the  national  ad 
representatives  that  offered  their  services 
at  the  convention,  since  they  already 
have  some  national  advertising. 

While  these  publishers  are  all  very 
idealistic  about  cooperation,  in  reality 
they  find  it  hard  to  cooperate.  And  coop¬ 
eration  is  not  always  in  the  best  interests 
of  their  individual  papers. 

Almost  all  the  AAN  publishers  started 
their  papers  themselves.  Their  weeklies, 
big  and  small,  are  more  than  their  busi¬ 
nesses;  they  are  their  identities.  For  ex¬ 
ample,  Chicago  Reader  publisher  Roth  is 
suing  the  Minneapolis  Twin  Cities  Reader 
for  using  the  name  “Reader”  which  Roth 
considers  his  papers  trademark  (Roth  has 
established  a  chain  including  the  Los 
Angeles  and  San  Diego  Reader).  At  this 
time,  the  Chicago  Reader  features  free 
non-commercial  classified  ads.  It  has  no 
national  advertising,  and  it’s  not  clear 
that  Roth  even  wants  any. 

But  many  of  the  other  AAN  publishers 
do.  And  if  two  thirds  of  AAN’s  member 
papers  sign  with  any  one  ad  rep,  that  firm 
has  official  AAN  sanction.  In  addition  to 
CNAN,  BAM  (Bay  Area  Music)  advertis¬ 
ing  network  and  UNAN  (Urban  News- 
weeklies  Advertising  Network)  are  cur¬ 
rently  competing  for  AAN  sanction. 

While  there’s  no  doubt  that  national  ad 
representation  will  bring  in  more  revenue 
for  AAN  papers,  there  is  also  a  chance 
that  the  abundance  of  national  ads  will 
dilute  that  uniquely  local  quality  that  each 
AAN  paper  now  has.  After  all,  some  70% 
of  the  pages  of  these  weeklies  is  filled 
with  display  advertising.  If  a  large  portion 
of  that  percentage  goes  from  local  adver¬ 
tising  to  national,  then  Twin  Cities  Read¬ 
er  may  end  up  resembling  the  Chicago 
Reader,  as  well  as  all  the  other  AAN 
alternatives,  in  spite  of  their  editorial  dif¬ 
ferences. 
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Papers  report  success  with  local  magazines 


By  Andrew  Radolf 

Newspapers  which  in  recent  months  have  dropped  their 
syndicated  Sunday  supplements  in  order  to  create  or  expand 
their  own  magazines  report  the  move  has  benefitted  advertis¬ 
ing  and  circulation. 

Few  subscription  cancellations  resulted,  the  papers  say, 
while  for  most  of  them  circulation  has  grown. 

Local  retailers  have  responded  enthusiastically  to  the  new 
magazines  while  the  papers  reap  the  extra  revenues  of  nation¬ 
al  advertising  which  once  went  into  the  syndicated  supple¬ 
ments. 

All  the  papers  report  their  total  Sunday  package  was 
strengthened  by  having  a  local  magazine,  and  most  believe 
the  magazines  themselves  will  becme  profitable  ventures. 

Newspapers  which  have  decided  to  go  it  alone  with  a  local¬ 
ly  edited  Sunday  magazine  include  Hartford  (Conn.) 
Courant,  Tulsa  (Okla.)  World,  Dayton  (Oh.)  Daily  News, 
Orlando  (Fla.)  Sentinel,  San  Antonio  (Tex.)  Express-News, 
and  Gannett  Westchester-Rockland  (N.Y.)  Newspapers. 

Dallas  (Tex.)  Times-Herald  introduced  its  Sunday 
magazine.  Westward,  in  October,  1980. 

Virginian-Pilot  and  Ledger-Star  in  Norfolk  plans  to 
introduce  its  own  Sunday  magazine  on  October  3. 

Potential  money  maker 

“A  local  magazine  is  a  good  circulation  builder,  and  it  can 
make  money,”  said  Larry  Bloom,  editor  of  Hartford 
Courant’s  Northeast.  "There  is  no  other  section  of  the  paper 
so  thoroughly  noticed  and  so  thoroughly  read.” 

Northeast  debuted  on  March  21.  Two  weeks  earlier,  the 
Courant  carried  Parade  for  the  last  time. 

Two  weeks  after  Northeast  was  introduced,  April  4,  the 
Courant’s  Sunday  newsstand  price  increased  to  $1  from  750. 
Home  delivery  prices  stayed  the  same. 

Angus  Twombly,  director  of  consumer  marketing,  said  "a 
handful  of  cancellations — no  more  than  that”  resulted  from 
dropping  Parade.  “We  came  out  of  it  in  very  good  shape.” 

Twombly  said  that  home  delivery  on  Sundays  is  “higher 
than  it  was  before  Parade  was  dropped.”  Newsstand  sales 
were  “off  slightly”  but  he  attributed  the  decrease  to  the  price 
hike. 

In  the  March  31  publisher’s  statement,  the  Courant’s 
circulation  was  208,845  daily  and  290,254  on  Sundays. 

Steve  Faulkner,  special  projects  coordinator,  said  North¬ 
east  has  received  advertising  commitments  from  Hartford’s 
major  retailers. 
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“We  wanted  to  sell  about  500  retail  pages  between  March 
and  December.  We’re  ahead  of  that  on  a  per  issue  basis,” 
Faulkner  said.  The  magazine  averages  “40  to  48  pages”  of  ads 
each  week. 

Total  pages  have  fluctuated  from  1 12  for  the  inaugural  issue 
to  around  56. 

Northeast  is  printed  rotogravure  on  381b.  super  calendared 
paper.  Bloom  said  the  Courant  decided  to  go  this  route  to 
prove  to  advertisers  “we  were  going  first  place,  and  they 
could  be  certain  we  were  in  this  business  to  stay.” 

Wanted  to  serve  retailers 

In  April,  1981,  Westchester-Rockland  Newspapers  re¬ 
placed  Family  Weekly  with  its  own  heatset  offset  magazine. 
Suburbia  Today. 

Sheldon  Lyons,  vicepresident  for  marketing,  said  one  of 
the  reasons  the  Gannett  newspapers  switched  was  to  serve 
the  “large  volume  of  strong  retailers  who  like  Sunday  maga¬ 
zines”  in  the  WRN’s  “upscale”  markets. 

“Our  Sunday  circulation  has  been  growing  and  continues 
to  grow,”  Lyons  said,  noting  the  Westchester-Rockland  pa¬ 
pers  have  a  total  Sunday  circulation  of  185,000. 

Lyons  remarked  that  WRN  “didn’t  lose  any  money”  with 
Suburbia  Today  in  its  year  of  publication. 

Themed  issues  best  successes 

“It’s  all  gravy,”  Mike  Canine,  sales  manager  for  Orlando 
Sentinel’s  Florida  Magazine,  said  of  the  national  advertising 
his  paper  picked  up  since  it  dropped  Parade  and  introduced  its 
own  magazine  last  September. 

“All  of  that  business  used  to  go  to  Parade,”  he  said. 

The  paper  has  been  “less  than  satisfied”  with  the  response 
of  Orlando’s  major  retailers.  Canine  observed. 

To  attract  them,  he  said  the  magazine  added  fashion,  food, 
and  furniture  sections  every  week  as  a  “prime  pump”  for 
advertisers’  “adjacencies.” 

Canine  said  the  “best  successes”  for  retail  advertising  in 
the  magazine  were  the  “special  themed  issues”  the  paper 
published  along  with  the  regular  Sunday  magazine.  The 
themed  issues  have  covered  spring  fashions,  swimming 
pools,  and  downtown  development. 

“It’s  my  understanding  we’re  making  money  on  it,” 
Canine  said  of  Florida  Magazine,  which  fluctuates  between  32 
and  56  pages  and  is  about  55%  advertising. 

Art  Farber,  circulation  director,  said  the  Sentinel  intro¬ 
duced  Florida  on  September  13,  1981,  when  the  paper 
was  six  months  into  a  Sunday  price  increase  to  750  from  500. 

(Continued  on  next  page) 
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Up  17,000  on  Sunday 

“Five  to  six  weeks  prior  to  dropping  Parade,  we  were  4,000 
down,  year  to  year,”  Farber  said,  with  about  237,000  Sunday 
circulation.  “The  first  week  week  we  dropped  Parade  (Sept. 
13),  we  were  1 ,300  down.  The  new  magazine  cut  our  losses  to 
about  1,000  copies.” 

Farber  said  the  Sentinel  is  “now  running  17,000”  copies 
ahead  of  last  year  in  Sunday  sales. 

“The  new  magazine  probably  picked  up  two  to  three 
thousand  in  circulation,”  he  remarked.  “Now,  the  market’s 
fairly  comfortable  with  the  new  magazine.” 

Florida  is  a  heatset  offset  magazine  printed  by  Greater 
Buffalo  Press  in  Alabama. 

72%  readership 

Diane  Selditch,  editor  of  Florida,  said  the  magazine 
experimented  with  “a  lot  of  national  stories”  but  has  returned 
to  a  Florida  and  Caribbean  region  focus. 

She  said  Florida  was  “upgraded”  and  redesigned  and  has 
tripled  the  budget  of  its  predecessor  when  the  newspaper  was 
carrying  Parade. 

“I’m  able  to  send  our  writers  outside  the  city  and  state,  and 
purchase  more  expensive  freelance  material  and  photos,” 
Selditch  said. 

She  added  a  research  study  found  “about  72%  of  Sunday 
readers  will  look  through”  the  Sentinel’s  Sunday  magazine. 

Sunday  ‘powerhouse’ 

“We  want  our  Sunday  package  to  be  a  powerhouse,”  said 
Ralph  Morrow,  editor  of  Dayton  Daily  News’  Sunday 
Magazine.  “Our  projections  are  we  will  make  some  money  on 
it.” 

Morrow  said  the  News  is  “committing  heavily  to  color”  in 
its  magazine  and  runs  about  “seven  color  editorial  pages”  out 
of  a  total  of  16  editorial  pages.  The  magazine  averages  32 
pages  total. 

Gravure  competitive 

Ed  O’Neil,  vicepresident  marketing,  said  the  Dayton  paper 
decided  to  have  Standard  Gravure  Corp.  of  Louisville  pro¬ 
duce  its  magazine  instead  of  a  heatset  offset  printer. 

“The  competition  from  heatset  offset  made  it  possible  for 
us  to  get  a  roto  contract  our  retail  advertisers  could  live 
with,”  O’Neil  said.  He  added  the  proximity  of  Lousiville  to 
Dayton  gives  the  Magazine  “good  deadlines”  for  advertising 
copy. 

O’Neil  remarked  the  response  of  advertisers  to  the  new 
magazine  is  “super,”  while  Sunday  circulation,  at  around 
455,000,  is  8,000  ahead  of  last  year. 

Since  March  28,  when  the  new  roto  magazine  replaced  the 
paper’s  heatset  offset  section.  Leisure,  the  Sunday  Dayton 
News  is  “up  around  2,000  net,”  he  said. 

O’Neil  figured  about  200  subscribers  cancelled  when  Pa¬ 
rade  was  dropped,  but  he  predicted,  “We’ll  probably  get 
them  back.  There’s  been  no  groundswell  of  resentment  over 
the  change. 

An  easier  sell 

Tulsa  World’s  Ok  Magazine  debuted  last  October,  but  the 
paper  did  not  cancel  Parade  until  January,  1982. 

The  new,  heatset  offset  magazine  “made  the  total  Sunday 
product  better.  It’s  easier  to  sell,”  commented  Dick  New¬ 
man,  assistant  advertising  director. 

Newman  said  the  World  plans  four  themed  sections  to 
accompany  Ok  Magazine  this  year. 

He  said  Sunday  circulation  at  222,000  is  “picking  up  faster 
than  daily,”  and  “nothing  of  a  serious  nature”  in  the  way  of 
cancellations  resulted  when  the  World  stopped  Parade. 

Some  profitable  weekends 

Ok  Magazine  is  “profitable  some  weekends,  some 
weekends  it’s  not,”  Newman  remarked.  “Our  advertisers 
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have  to  learn  how  to  use  magazines.  It  takes  considerably 
more  dollars  to  generate  the  same  plus  revenues  as  it  does 
ROP.” 

He  said  the  magazine  averages  24  pages  with  about  316  to  5 
pages  of  local  ads  and  and  5  pages  of  national  ads. 

A  recent  themed  section  on  home  furnishings  ran  56  pages, 
Newman  noted. 

Ok  Magazine’s  editorial  content  is  a  mix  of  freelance  sub¬ 
missions  and  staff  written  material,  Newman  said.  “We  seek 
as  much  contributions  from  the  staff  as  we  can.” 

Kept  Family  Weekly 

Style  debuted  in  San  Antonio  Express-News  last  Septem¬ 
ber,  but  the  paper  continues  to  carry  Family  Weekly,  said 
Howard  Schramm,  vicepresident  of  advertising  and  market¬ 
ing. 

Style  has  “had  some  success  with  retail,”  Schramm  said, 
adding  Express-News  is  “in  discussion”  with  Family  Weekly 
about  whether  or  not  it  will  continue  the  syndicated 
magazine. 

Retailers  want  it 

Carl  Mangum,  president  of  Virginian-Pilot  and  Ledger- 
Star,  said  the  papers  were  preparing  to  add  a  heatset  offset 
publication  to  the  Sunday  product  because  “for  several 
years”  local  advertisers  have  “wanted  to  buy  space  in  a  local 
magazine.” 

“Our  intention  is  we’re  dropping  Parade  in  the  first  Sunday 
in  October,”  Mangum  said.  “Parade  Plus  wasn’t  available  to 
us,  and  I’m  not  sure  it  would  offer  us  the  flexibility  in  running 
local  ads.” 

Record  Sunday  circulation 

Dallas  Times-Herald,  which  dropped  Parade  in  October, 
1980,  when  it  introduced  Westward,  reports  Sunday  circula¬ 
tion  is  at  an  “all  time  high”  of  356,603. 

John  Wolf,  senior  vicepresident,  termed  Westward  “a  very 
healthy  book.  We  look  at  it  as  an  opportunity  to  present  our 
very  best  product  to  subscribers.  It’s  a  profitable  venture  for 
the  Dallas  Times-Herald.” 

Two  edged  sword 

Dallas  Morning  News  added  Parade  to  its  Sunday  package 
last  January. 

On  April  18,  the  paper  converted  its  regional  magazine. 
Scene,  into  a  “very  localized  one”  called  Dallas  Life,  which 
is  rotogravure  printed  on  premium  paper. 

Jeremy  Halbreich,  vicepresident,  marketing,  said  the 
Morning  News  believes  Parade  and  Dallas  Life  give  it  “a  two 
edged  sword”  for  building  Sunday  readership. 

“Parade  gives  us  national  and  international  features  and 
information,”  Halbreich  said.  With  Dallas  Life,  the  Morning 
News  is  “out  to  compete  against  the  slick  city  magazines. 
We’re  determined  to  demonstrate  that  in  our  locally  edited 
book  we  can  make  up  in  retail  advertising  what  we  lose  in 
national  ads  to  Parade.” 

In  the  first  three  months  of  1982,  Halbreich  said  the  Morn¬ 
ing  News’  average  Sunday  circulation  is  “up  quite  a  few 
thousand  over  the  three  month  average  in  the  fourth  quarter 
of  1981.  We  widened  our  lead  over  the  Times-Herald.” 

Sunday  circulation  for  the  Morning  News,  as  of  the  March 
31  publisher’s  statement,  is  380,981. 

Believes  in  Parade 

Parade  can  count  among  its  passionate  believers  the 
Washington  Post  which  also  has  its  own  rotogravure  Sunday 
magazine. 

“We’ve  taken  Parade  for  40  years.  We  think  it  helps  us  sell 
Sunday  newspapers,”  said  Donald  Graham,  publisher.  “In 
the  long  run,  the  best  way  for  the  Post  to  get  advertising 
revenues  is  to  maximize  circulation.  Parade  has  high  read¬ 
ership.” 

(Continued  on  page  14) 


13 


Scripps  sells  UPl  to  multi-media  co. 


United  Press  International  was  ac¬ 
quired  (June  2)  from  the  E.  W.  Scripps 
Co.  by  Media  News  Corporation,  a  new 
company  formed  by  a  group  of  U.S. 
newspaper,  cable  and  television  station 
owners. 

Media  News  Corporation  said  it  would 
begin  an  immediate  program  to  accelerate 
UPI’s  changeover  to  satellite  delivery  of 
its  news  report  in  the  United  States,  and 
to  improve  and  aggressively  market  UPI 
services  worldwide. 

The  name  of  the  news  service,  which 
was  founded  75  years  ago,  will  remain 
United  Press  International. 

Media  News  Corporation,  which  is  pri¬ 
vately  held,  said  it  does  not  plan  staff 
changes  at  UPI  and  that  Roderick  W. 
Beaton  has  agreed  to  remain  as  president. 

“We  believe  that  UPI  is  a  basically 
sound  company  with  an  excellent  staff 
and  with  high  quality  news  products." 
said  Douglas  Ruhe,  the  managing  director 
of  Media  News  Corporation. 

Expect  profits 

“In  recent  years  it  has  been  hit  by 
sharply  higher  communication  costs.  Our 
plan  calls  for  improved  service  to  custom¬ 
ers,  vigorous  competition  with  the 
Associated  Press  and  other  news  services 
around  the  world,  and  a  variety  of  new 
services  that  will  begin  to  generate  profit 
for  UPI  in  the  coming  years,”  he  said. 

“We  feel  that  the  greatest  opportuni¬ 
ties  for  growth  lie  in  the  new  technolo¬ 
gies,  cable,  direct  broadcast  satellite  ser¬ 
vice,  low  power  tv,  video  disc  and  tape 
computer  data  bases.” 

Terms  of  the  sale  were  not  disclosed. 

Scripps  statement 

Edward  W.  Estlow,  president  and  chief 
executive  officer  of  E.W.  Scripps  Co., 
said  in  a  statement  issued  in  Cincinnati, 
where  the  details  of  the  sale  were  negoti¬ 
ated: 

“I  am  pleased  a  group  of  experienced 
media  people  is  acquiring  UPI.  It  is  parti- 


UPI  ACQUIRED — Principals  of  E.W. 
Scripps  Co.  and  Medio  News  Corp.  in 
Cincinnati  completed  the  sole  of  United 
Press  International  on  June  2.  Douglas  F. 
Ruhe,  seated,  managing  director  of 
Media  News  Corp.,  signs  the  agreement 
as  Edward  W.  Estlow,  president  and  chief 
executive  officer  of  E.W.  Scripps,  left; 
Lawrence  A.  Leser,  vicepresident  for 
corporate  development  of  E.W.  Scripps, 
center;  and  Cordell  J.  Overgaard,  mem¬ 
ber  of  the  new  executive  committee  of 
UPI,  look  on. 

cularly  satisfying  to  know  their  feeling 
about  UPI  has  the  same  deep  conviction 
that  E.W.  Scripps  has  had.” 

“The  E.W.  Scripps  Company  has 
purchased  state-of-the-art  equipment  for 
UPI  over  the  past  five  years,  during  a 
time  UPI  sustained  operating  losses,” 
Ruhe  said. 

Among  the  technical  advances  for  UPI 
have  been  a  $10.5  million  computer  and 
communications  center  in  Dallas,  digital 
darkrooms  in  New  York  and  Brussels, 
and  nearly  500  video  display  terminals 
used  by  domestic  and  some  foreign 
bureaus. 

“Media  News  Corporation  is  acquiring 
a  modern  news  and  information  gathering 
system  which  is  debt  free,  has  a  signifi¬ 
cant  positive  net  worth  and  adequate 


capitalization  to  effect  a  turnaround,” 
Ruhe  said. 

“One  of  the  most  valuable  assets  of 
UPI  is  the  highly  competitive  commit¬ 
ment  of  its  employees.  UPI  editors,  re¬ 
porters  and  photographers  have  consis¬ 
tently  been  first  on  the  major  stories  and 
developing  trends.” 

Principals  of  Media  News  Corporation 
are  Ruhe,  president  of  Focus  Communi- 
catons,  Nashville,  Tenn.;  Len  R.  Small, 
editor  and  publisher  of  the  Moline  (III.) 
Daily  Dispatch  and  vicepresident  of  the 
Small  Newspaper  Group;  William  E. 
Geissler,  senior  vicepresident-planning 
for  Focus  Communications;  and  Cordell 
J.  Overgaard,  partner  of  Hopkins  &  Sut¬ 
ter  of  Chicago,  president  of  Community 
Cablevision,  Inc.,  which  operates  cable 
television  systems  in  Southern  Wisconsin 
and  Northern  Illinois. 

Business  student 
to  edit  Sunday  paper 

Bethlehem  (Pa.)  Globe-Times  will 
begin  publishing  a  Sunday  edition  August 
15,  under  the  editorship  of  Leonard  Bar- 
cousky,  a  former  news  editor  at  the 
Globe-Times  and  Syracuse  (N.Y.)  Post- 
Standard. 

Barcousky  is  currently  completing 
work  toward  a  master  of  business 
administration  degree  in  finance  and 
marketing  at  Columbia  University,  where 
he  is  editor  of  the  business  school 
newspaper.  The  Bottom  Line. 

A  high  honors  English  graduate  of  Penn 
State  University,  he  worked  for  the 
Globe-Times  from  1972  to  1978  as  a  gov¬ 
ernment  reporter  and  night  news  editor. 
From  1978  to  1980,  Barcousky  was  first 
news  editor  and  later  “Neighbors”  editor 
at  the  Post-Standard,  Syracuse. 

With  the  introduction  of  its  Sunday  edi¬ 
tion,  the  Globe-Times  will  publish  Satur¬ 
day  morning,  rather  than  ^temoon. 


Sunday  mags 

(Continued  from  page  13) 


Parade  Plus 

Parade  has  responded  to  the  desire  for 
newspapers  to  offer  local  retailers  an 
opportunity  to  advertise  in  a  Sunday  roto 
gravure  medium. 

The  supplement  introduced  Parade 
Plus  in  the  Chicago  Sun-Times  and 
expanded  it  to  the  Houston  Post,  Long 
Beach  Independent  Press-Telegram, 
South  Bay  Breeze  in  Los  Angeles  Coun¬ 
ty,  and  Pasadena  (Calif.)  Star-News. 

The  supplement  is  “experimenting” 
with  Parade  Plus  in  the  Denver  Rocky 
Mountain  News  and  Charlotte  Observer. 
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Carlo  Vittorini,  president  of  Parade, 
said  the  Sun-Times  “doubled”  its  Sun¬ 
day  retail  ad  share  in  the  first  three 
months  of  the  year.  “They’ve  gone  from 
a  negative  with  their  own  magazine  to  a 
very  healthy  profitability  with  Parade 
Plus.” 

Parade  Plus’  is  available  to  all  of  Pa¬ 
rade’s  137  papers  with  “the  assumption 
that  the  market  criteria  suggests  that  it 
will  be  profitable  for  both  the  newspaper 
and  Parade.” 

“The  jury’s  still  out  as  to  whether  it  (a 
local  Sunday  magazine)  makes  sense,” 
Vittorini  remarked.  “The  independent 
effort  is  very  much  in  the  minority.” 

He  noted  that  Parade’s  advertising  rate 
base  has  just  been  increased  by  242,574  to 
22,163,416. 


Morton  Frank,  chairman  and  publisher 
of  Family  Weekly,  said  the  move  to  local 
Sunday  magazines  is  “not  much  of  a 
trend.” 

Frank,  who  will  become  chairman 
emeritus  on  June  21 ,  said  Family  Weekly 
added  12  newspapers  in  1981  and  seven 
so  far  this  year  to  give  the  magazine  358 
newspapers  and  a  12.4  million  rate  base. 

He  said  Family  Weekly  receives  “one 
to  three  inquiries  per  week”  from  news¬ 
papers. 

“Based  on  our  profit  and  loss  state¬ 
ment,  we’ie  in  solid  shape,”  Frank  said. 

“Family  Weekly  and  Parade  are  gra¬ 
vure,”  Frank  continued.  “One  of  the 
reasons  advertisers  use  us  is  to  get  the 
color  gravure  reproduction  and  the  mar¬ 
ket  coverage.” 
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Newsprint  losses  dent 
Times  Mirror  profits 


By  M.L.  Stein 

Times  Mirror  stockholders  were  told  at 
their  annual  meeting  May  26  that  share 
earnings  dropped  in  the  first  quarter  of 
1982  but  the  company  continues  to 
expand  and  long-term  prospects  are 
bright. 

Robert  F.  Erburu,  president  and  chief 
executive  officer,  said  the  slide  in  earn¬ 
ings  followed  what  was  a  record  year  in 

1981,  when  net  income  totaled  $150  mil¬ 
lion  or  $4.40  per  share,  on  revenues  of 
over  $2  billion. 

Earnings  in  the  first  quarter  of  this  year 
were  590  a  share,  despite  a  one-time  gain 
on  the  sale  of  Dallas  real  estate,  he  said. 

Weak  economy 

“These  lower  earnings  do  not 
represent  a  basic  change  in  our  fortunes, 
but  they  do  reflect  the  continuation  of  the 
weakness  in  the  economy,  which  is 
impacting  so  many  companies,  as  well  as 
some  special  items  which  affected  only 
this  quarter,”  Erburu  explained. 

The  official  said  the  company  had  en¬ 
countered  its  severest  problems  in  its 
newsprint  and  forest  products  group,  pre¬ 
viously  a  big  money  maker  that  had, 
between  1975  and  1979,  contributed  $175 
million  in  operating  profits  to  Times 
Mirror. 

But  in  1980  and  1981 ,  he  continued,  the 
group  had  operating  losses  of  $9  million 
and  an  $8.3  million  loss  in  the  first  quarter 
of  this  year. 

Ad  linage  drops 

“Unfortunately,  the  newsprint  group’s 
prospects  are  not  bright  for  the  balance  of 

1982, ”  Erburu  declared.  He  attributed 
the  slumping  trend  to  the  depressed  state 
of  the  Pacific  Northwest’s  wood  products 
industry  caused  largely  by  the  decline  in 
home  building. 

Erburu  also  reported  a  drop  in  ad  lin¬ 
age,  particularly  in  classified,  during  the 
first  quarter.  He  also  blamed  this  on  the 
recession. 

But  the  executive  noted  that  circula¬ 
tion  trends  at  most  Times  Mirror  news¬ 
papers  are  up.  The  Los  Angeles  Times  in 
the  first  quarter,  he  added,  produced  a 
daily  average  of  1 ,081 ,000,  an  increase  of 
44,000  copies  from  the  same  period  a  year 
ago. 

Erburu  revealed  the  Times  Mirror 
capital  expenditures  in  1982  will  be  about 
$240  million,  with  the  company  continu¬ 
ing  to  invest  heavily  in  cable  television. 

Currently,  he  announced,  the  company 
is  running  a  test  for  its  videotex  system 
with  350  households  in  Southern  Califor¬ 
nia.  Times  Mirror  also  is  increasing  its 
cable  holdings  in  Providence,  Rhode 
Island,  Phoenix,  Arizona,  and  Las 
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Vegas,  Nevada,  where  it  acquired  half 
ownership  in  an  advanced  system  that 
will  cover  175,000  homes. 

Bright  outlook 

A  generally  rosy  future  also  is  painted 
by  chairman  and  editor-in  chief  Otis 
Chandler,  who  indicated  the  company 
will  continue  its  strategy  of 
diversification,  which  has  added  book 
publishing  houses,  television  stations  and 
magazines,  as  well  as  cable  to  its  list. 

Times  Mirror’s  largest  product,  he 
said,  is  the  $216  million  expansion  at  the 
Times  which,  in  a  few  weeks,  will  be 
printed  entirely  by  offset,  an  achievement 
that  comes  two  years  ahead  of  schedule. 

Chandler  declared  that  the  recent  dis¬ 
appearance  of  major  metro  newspapers 
such  as  the  Washington  Star  “have  cre¬ 
ated  far  too  much  uncertainty  about  the 
future  of  newspapers  generally.” 

Strong  markets 

According  to  Chandler,  the  recent 
deaths  of  other  dailies  does  not  affect 
Times  Mirror  Newspapers  which  he 


Thomson  Newspapers  announced 
increased  profits  for  the  first  quarter  of 
1982,  despite  a  decline  in  operating 
income. 

The  newspaper  group  posted  net 
income  for  the  quarter  ended  March  3 1  of 
$21.25  million,  or  43  cents  a  share,  on 
revenue  of  $156.46  million,  up  from 
$18.83  million  or  38  cents  a  share  on  reve¬ 
nue  of  $141.13  million  in  the  same  quarter 
last  year. 

The  company  said  operating  income  in 
the  United  States  increased,  but 
operating  income  in  Canada  declined. 
Overall,  operating  income  declined 


Belo  posts  sharp 
earnings  decline 

A.H.  Belo  Corp.,  publisher  of  Dallas 
Morning  News,  reported  its  first  quarter 
net  income  declined  to  $2.7  million,  or 
290  per  share,  from  $4.4  million,  or  540 
per  share,  a  year  ago. 

The  decrease  in  earnings  occurred  de¬ 
spite  $2.8  million  in  revenue  growth  in  the 
first  quarter  to  $43.2  million. 

The  company  said  the  decline  reflects 
“the  impact  of  the  economy  on  our  news¬ 
paper  operation,  particularly  on  classi¬ 
fied  advertising  linage.” 

Belo  said  the  “benefits”  of  expanding 
the  Morning  News’  editorial  staff  “have 
begun  to  be  realized  and  are  expected  to 


described  as  “strong.” 

“Their  markets  are  strong,  their 
positions  in  those  markets  are  strong,  and 
they  are  benefitting  from  our  investment 
in  editorial  quality  and  physical  plant”  he 
stated. 

He  pointed  out  that,  despite  the  gloom 
about  p.m.  papers,  Newsday,  an  after¬ 
noon  Times  Mirror  property,  had  its  best 
year  in  1981  and  continues  to  prosper  this 
year.  He  said  two  other  company  dailies, 
the  Dallas  Times  Herald  and  Denver 
Post,  are  showing  circulation  gains. 

Employee  stocks 

In  other  business  at  the  meeting, 
shareholders  voted  in  favor  of  a  board  of 
directors’  recommendation  that  300,000 
shares  of  the  company’s  common  stock 
be  sold  to  “key  employees”  for  what  is 
expected  to  be  $1  a  share. 

Shareholder  Lou  Davis,  retired  Times 
purchasing  director,  spoke  against  the 
proposal,  saying  that  when  he  worked  for 
the  company  he  had  to  buy  its  stock  at 
market  value. 

Chandler  said  the  plan  is  necessary  to 
attract  and  keep  highly  qualified 
executives.  Each  purchaser  will  be  lim¬ 
ited  to  20,000  shares,  with  the  purchase 
spread  over  5  years.  A  similar  1976  plan 
involved  100  top  employees,  including  21 
officers. 


approximatley  3%. 

Thomson  said  development  costs  for 
the  national  edition  of  the  Toronto  Globe 
and  Mail,  the  chain’s  flagship,  were  high¬ 
er  than  those  of  the  first  quarter  last  year. 

Last  month,  the  Globe  and  Mail 
announced  it  was  putting  off  plans  to 
introduce  a  Sunday  edition  this  year. 

But  Thomson  said  the  quarter’s  net 
income  was  increased  as  a  result  of  re¬ 
duced  U.S.  income  taxes  following  a 
restructuring  of  financing  arrangements. 
Thomson’s  U.S.  income  also  benefitted 
from  a  lower  exchange  rate  of  the  Cana¬ 
dian  dollar. 


contribute  to  earnings  growth. 

The  company  said  revenues  of  Belo 
Broadcasting  Corp. ,  a  wholly  owned  sub¬ 
sidiary  ,  increased  1 8 . 1  %  to  $  1 3 .4  million . 

Cy  Favor  honored 

Cyrus  H.  Favor,  retired  general  mana¬ 
ger  of  ICM  A  was  the  1982  recipient  of  the 
J.  Truman  Kahler  Distinguished  Service 
Award  at  the  annual  New  York  State  Cir¬ 
culation  Management  Association  Con¬ 
vention  in  Binghamton,  New  York,  May 
16-19, 1982.  The  award,  the  highest  honor 
NYSCMA  can  bestow  is  named  in  honor 
of  the  late  J.  Truman  Kahler,  circulation 
director  of  the  Rome  (N .  Y.)  Sentinel,  and 
the  only  NYSCMA  member  to  ever  serve 
as  president  (1964)  of  ICMA. 


Thomson  profits  up  in  first  quarter 
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Edited  by  BILL  GLOEDE 

Standen  takes  charge 
of  Newspaper  Ad  Bureau 


On  June  8,  Craig  C.  Standen,  a  soft- 
spoken.  39  year-old  marketing  veteran  of 
the  R.J.  Reynolds  Tobacco  Company  and 
the  General  Foods  Corporation,  will  offi¬ 
cially  assume  the  presidency  of  the 
Newspaper  Advertising  Bureau  from 
Jack  Kauffman,  who  is  retiring  after  16 
years  in  the  post.  There  will  likely  be  a 
few  handshakes,  congratulatory  mes¬ 
sages  and  expressions  of  good  will,  but 
not  much  else.  Heads  will  not  be  rolling 
out  onto  Lexington  Avenue. 

“Based  on  working  here  now  for  two 
years,  1  believe  that  the  bureau’s  people 
and  the  bureau’s  organizational  structure 
are  very  sound  and  effective,”  said  Stan¬ 
den  in  an  interview  with  E&P.  He  said  he 
believes  in  the  adage.  “If  it  ain’t  broke, 
don’t  fix  it.” 

Standen  said  he  plans  to  approach  any 
future  changes  in  the  bureau  staff  or  organ¬ 
ization  “very,  very  cautiously.  Too 
often,”  he  said,  “people  in  new  positions 
will  make  changes  to  try  to  put  their 
thumbprint  —  their  signature  —  on  the 
organization.” 

Actually,  Standen’s  presence  has 
already  affected  the  organization  of  the 
NAB.  During  the  past  two  years,  Standen 
has  been  responsible  for  the  bureau’s  en¬ 
tire  sales  operation.  In  that  time,  he  has 
supervised  the  installation  of  a  new 
strategic  planning  system  and  the  crea¬ 
tion  of  a  new  marketing/new  technologies 
department. 

The  NAB  board  of  directors  recruited 
Standen  from  R.J.  Reynolds,  where  he 
was  director  of  marketing  services.  He 
was  with  RJR  for  seven  years,  serving  in 
various  capacities  including  brand  mana¬ 
ger  of  Winston  and  Camel  cigarettes, 
group  brand  manager  and  director  of 
sales  planning. 

Standen  began  his  professional  career 
with  General  Foods  after  receiving  his 
MBA  in  marketing  from  Northwestern 
University  School  of  Business  and  his  BA 
from  Denison  University  in  Granville, 
Ohio.  After  serving  three  years  as  an 
officer  in  the  U.S.  Army  Medical  Service 
Corps,  he  joined  General  Foods  in  1969  as 
a  marketing  trainee.  Five  months  after 
joining  the  company,  he  was  promoted  to 
assistant  product  manager,  new  pro¬ 
ducts.  In  that  post,  he  worked  on  several 
new  product  projects,  including  the  ill- 
fated  national  introduction  of  a  powdered 
isotonic  beverage  called  “Instant  Re¬ 
play.”  He  left  General  Foods  for  RJR  in 
the  summer  of  1971. 

Under  Standen,  the  NAB  will  continue 


its  strong  national  sales  effort.  Said  Stan¬ 
den,  “Right  now,  our  share  of  the  nation¬ 
al  advertising  dollar  is  about  eight  per¬ 
cent.  Since  92  cents  of  every  national  dol¬ 
lar  is  going  to  other  media,  and  since 
national  represents  approximately  half  of 
all  advertising,  national  presents  the  best 
growth  potential.” 

In  retail,  “the  picture  is  just  the  oppo¬ 
site,”  said  Standen.  “If  national  is  an 
offensive  opportunity,  to  some  degree, 
retail  is  a  defensive  opportunity.” 

Standen  explained  that  newspapers  are 
facing  increased  competition  from  other 
media,  most  notably  broadcast  and  direct 
mail,  which  have  “set  their  sights”  on 
newspapers’  largest  revenue  category. 
He  said  that  while  newspapers’  share  of 
the  retail  advertising  dollar  has,  for  the 
most  part,  remained  steady,  the  news¬ 
paper  business  will  have  to  sell  more 
aggressively  to  ensure  that  their  share 
doesn’t  erode  in  the  future. 

In  classified,  he  explained,  it’s  difficult 
to  measure  the  competition.  But  the  com¬ 
petition  is  almost  sure  to  be  “height¬ 
ened”  in  coming  years,  he  said,  with  the 
advent  of  new  electronic  transmission 
facilities  and  new  information  suppliers. 

“The  battle  lines  are  just  starting  to  be 
drawn,”  Standen  said.  He,  like  many  in 
the  newspaper  business,  believes  the 
greatest  competitive  threat  to  newspaper 
classified  will  come  from  AT&T  and  its 
electronic  Yellow  Pages. 


Nevertheless,  Standen  said,  “Classi¬ 
fied,  I  think,  will  continue  to  grow,  for 
several  reasons.”  He  believes  that  an  im¬ 
provement  in  the  national  economy  will 
lead  to  the  recovery  of  classified  re¬ 
venues  in  the  big  three,  recession- 
sensitive  categories  —  automotive,  real 
estate  and  employment.  He  also  believes 
that  there  are  many  classified  categories 
which  have  not  yet  been  explored  by 
newspapers. 

In  the  future,  Standen  envisions  closer 
ties  between  the  NAB  and  the  American 
Newspaper  Publishers  Association. 

“The  NAB  and  the  ANPA  are  the  two 
largest  newspaper  industry  organiza¬ 
tions,  and  we  each  have  seperate  mis¬ 
sions,”  said  Standen.  “At  the  same 
time,”  he  continued,  “there  are  areas  of 
interest  that  effect  the  newspaper  busi¬ 
ness  that  both  ANPA  and  NAB  have  in¬ 
terest  in  —  two  of  the  most  visible  are 
new  technology  and  government/regula¬ 
tory  affairs.  It  is  a  commitment  of  our 
board  and  the  board  of  the  ANPA  to  en¬ 
sure  that  both  organizations  work  close¬ 
ly,  particularly  in  these  two  areas.  It  only 
makes  good  economic  sense.” 

Standen  reported  that  the  chairmen  of 
ANPA  and  NAB,  along  with  other  offic¬ 
ers  and  staff  executives  of  both  organiza¬ 
tions,  will  meet  during  the  ANPA  Produc¬ 
tion  Management  Conference  in  Dallas 
this  month.  During  the  meeting,  Standen 
said,  the  group  will  “sit  down  together, 
roll  up  our  sleeves  and  talk  about  how  we 
can  maximize  our  interests.” 

Unlike  his  predecessor,  Standen  joined 
the  bureau  with  the  intention  of  staying 
around  for  as  long  as  the  NAB  board 
wishes  to  retain  him.  “I  did  not  take  this 
job  with  the  idea  that  it  was  a  stepping 
stone,”  he  said.  He  anticipated,  when  he 
accepted  the  NAB  executive  vicepresi¬ 
dent’s  post  in  1980,  that  “this  would  be 
the  last  career  move  I  would  ever  want  to 
make.” 


Craig  Standen  (left),  who  will  become  Newspaper  Advertising  Bureau  president  on 
June  8,  chats  with  the  NAB's  vicepresident/national  sales,  Mac  Morris. 
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National  advertisers  cite 
newspaper  campaigns 


As  part  of  its  “Newspapers:  Today  and 
Tomorrow"  seminar  held  last  week  in 
New  York,  the  Newspaper  Advertising 
Bureau  called  upon  three  national 
advertising  executives  to  present  case 
histories  which  illustrate  the  successful 
use  of  newspapers  as  a  national  advertis¬ 
ing  vehicle.  Following  are  excerpts  from 
presentations  made  by  Henry  P. 
Bernhard,  vicechairman  of  Ogilvy  & 
Mather;  Herbert  M .  Baum, 
vicepresidenti marketing  for  the  Camp¬ 
bell  Soup  Company;  and  Theodore  Price, 
director  of  advertising  and  creative  ser¬ 
vices  for  Lone  Star  Industries,  Inc. 

Henry  P.  Bernhard 

The  worldwide  Peugeot  company  is  an 
automotive  giant.  In  fact,  Peugeot  is  the 
second  largest  in  Europe,  and  the  fifth 
largest  in  the  world. 

These  facts,  until  recently,  were 
unknown  to  the  American  public.  Even 
though  Peugeot  started  selling  cars  here 
in  1957,  they  never  did  it  on  a  large  scale. 
And,  as  our  research  revealed,  Peugeot 
never  established  a  real  presence  in 
America. 

In  1980,  Peugeot  had  its  best  year  ever. 
They  sold  12,807  cars.  This  was  about 
one-tenth  of  one  percent  of  the  total  mar¬ 
ket.  Or,  to  put  things  in  perspective,  few¬ 
er  cars  than  Ford  makes  in  a  day. 

At  the  end  of  1980,  Peugeot  decided  to 
expand  the  model  line  of  their  recently 
introduced  505  model,  and  at  the  same 
time  to  reach  for  a  significant  long  term 
share  of  the  U.S.  market.  Peugeot  and 
Ogilvy  &  Mather  became  partners  at  that 
time,  and  we  set  out  to  tackle  the  chal¬ 
lenge  together. 

The  first  thing  we  did  was  our  home¬ 
work.  Five  months  of  it.  If  Peugeot  was 
going  to  have  a  reasonable  chance  to  suc¬ 
ceed  in  the  long  run,  we  needed  solid 
answers  to  some  basic  questions.  For 
example; 

•  What  do  American  car  buyers  want 
in  a  car  that  costs  over  $10,000? 

•  How  does  Peugeot  design,  build  and 
test  cars? 

•  What  do  American  car  buyers  think 
of  Peugeot? 

•  Who  already  owns  a  Peugeot,  and 
why  did  he  or  she  buy  it? 

•  What  is  the  best  strategy  to  compete 
against  Detroit  and  imported  cars  in  a 
billion  dollar  media  category? 

All  of  those  questions  had  a  bearing  on 
our  campaign.  But  three  in  particular  had 
a  direct  influence  on  our  choice  of  media 
and  creative  strategy. 

Let  me  cover  those  3  questions,  and 
how  they  led  us  to  what  we  believe  is  an 
unusually  effective  use  of  newspapers? 

1 .  What  does  the  public  want  in  cars  cost* 
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ing  over  $10,000? 

Not  so  long  ago,  the  public  who  could 
afford  such  cars  wanted  a  cushy  ride,  lots 
of  gimmicks,  and  styling  that  was  long  on 
chrome. 

But  between  1978  and  1980,  the  oil 
crunch,  changed  things  dramatically.  In 
fact,  here  was  almost  a  reversal  of  pur¬ 
chase  criteria.  Quality  and  value  became 
the  leading  purchasing  factors.  Affluence 
was  clearly  giving  way  to  temperance. 
There  is  every  sign  this  will  be  a  long 
lasting  revolution. 

2.  Who  is  most  likely  to  buy  a  Peugeot 

car? 

By  getting  to  know  existing  Peugeot 
owners  and  their  peers,  we  though  we 
could  find  good  clues  about  our  most  like¬ 
ly  future  buyers. 

In  fact,  we  found  a  rather  extraordinary 
degree  of  homogeneity  among  owners, 
coast  to  coast.  They  are  an  eclectic  bunch 
of  people.  Besides  being  urbanites  and 
suburbanites,  middle-aged,  and  having 
higher  than  average  incomes,  they  have  a 
fascinating  psychographic  profile. 

They  are  professionals,  whether  busi¬ 
ness  executives,  bankers,  lawyers,  physi¬ 
cians,  or  even  entertainers.  They  are 
intelligent.  They  are  quite  a  bit  more  edu¬ 
cated  than  the  population  at  large.  Also, 
they  are  industrious  information  seekers. 
They  do  their  homework — to  an 
extraordinary  degree — before  making  a 
major  purchase. 

They  tend  to  be  more  rational  than 
impulsive  in  character.  They  spend  their 
money,  but  wisely.  They  cherish  quality 
and  value  in  things,  more  than  style  or 
status.  (And  now  a  message  for  my  Mer¬ 
cedes,  BMW  and  Volvo  friends  in  the 
audience.  Not  to  worry.  The  Peugeot 
owner’s  profile  varies  significantly  from 
your  owner’s  profile.) 

3.  How  does  Peugeot  design,  build  and 
test  cars? 

Let  me  just  read  our  positioning  state¬ 
ment.  It  brings  together  the  key  strengths 
of  the  automobile,  and  the  company  that 
stands  behind  the  automobile,  and  it  does 
that  in  the  light  of  market  and  target 
audience  needs. 

It  is  the  best  summary  I  know  of 
Peugeot’s  engineering  and  manufacturing 
philosophy.  This  statement  was  destined 
to  be  the  heartbeat  of  our  campaign. 

“Peugeot  pursues  the  best  in  auto¬ 
motive  engineering  and  design  to  develop 
outstanding  automobiles  at  affordable 
prices. 

“In  fact,  no  other  car  comes  close  to 
Peugeot  in  delivering  value  for  dollar  in 
terms  of  comfort,  handling,  reliability, 
safety,  and  exceptional  quality  control.’’ 

From  this  positioning  and  a  wide  range 


of  concept  testing  our  campaign  took 
shape; 

1.  Our  creative  team  took  an  unusual 
step.  They  decided  to  accuse  the 
American  public  of  intelligence. 
They  decided  to  tell  the  Peugeot 
story  straight,  without  hoopla. 

2.  Because  there  are  so  many  unique 
features  in  a  Peugeot,  and  because 
our  target  audience  thrives  on 
information,  the  creative  team  also 
decided  to  tell  the  Peugeot  story  in 
great  detail. 

3.  We  also  decided  that  import  was 
more  important  than  frequency.  (We 
knew  damned  well  we  could  never 
outspend  the  competition.) 

4.  And  even  though  newspapers  tend 
not  to  be  the  first  choice  of  the  auto¬ 
mobile  industry,  we  decided  to  con¬ 
centrate  Peugeot’s  story  in  newspap¬ 
ers  and  the  Wall  Street  Journal. 

In  fact,  we  believed  so  strongly 
that  newspapers  would  give  our 
copy — long  copy — the  best  possible 
platform,  we  decided  to  invest  over 
80%  of  our  budget  in  120  newspapers 
around  the  country,  and  the  Wall 
Street  Journal. 

Long  copy  seems  to  put  off  many 
advertising  people  as  well  as  clients.  Our 
research  shows  long  copy  works.  Not 
because  it  is  long.  But  because  it  has — if 
you  have  a  great  product — something  to 
say. 

In  the  first  9  months  we  produced  a 
series  of  10  different  ads.  All  were  full 
pages.  All  delivered  information  to  the 
reader. 

The  Peugeot  campaign  was  also 
adapted  for  magazines  and  television  but 
newspapers  received  80%  of  our  budget. 

Were  we  right  to  go  whole  hog  into 
newspapers? 

Only  results  can  give  us  the  answer. 
Three  facts  tell  the  story; 

1 .  A  tracking  study  that  we  conducted  6 
months  into  the  campaign  showed 
that  the  rating  of  Peugeot  by  people 
who  could  prove  they  had  read  the 
ads  were  much  more  favorable  than 
for  people  who  had  not  seen  or  heard 
the  advertising.  The  difference  in 
ratings  between  the  two  groups  was 
often  higher  than  10  percentage 
points,  sometimes  close  to  20  points. 
We  rarely  see  such  significant  atti¬ 
tude  shifts  in  only  six  months. 

2.  Over  the  first  9  months  of  the  cam¬ 
paign,  a  total  of  28,240  coupons  and 
800  calls  were  returned  to  Peugeot. 
These  responses  did  not  come  from 
casual  readers;  research  revealed 
that  79%  of  the  respondents  were 
either  very  likely  or  likely  to  buy  a 
Peugeot  when  they  buy  their  next 
car. 

3.  No  business  flourishes  on  favorable 
attitude  trends  or  coupons.  What 
really  counts  is  sales. 

(Continued  on  page  18) 
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National  ads 

(Continued  from  page  17) 

In  1981,  in  spite  of  depressed  market 
conditions: 

•  Peugeot  had  record  sales  every  suc¬ 
cessive  month  of  the  year  after  the 
campaign  started  in  April. 

•  In  1981  Peugeot  sales  reached  an 
all-time  record  of  16,725  units. 

•  This  level  represented  an  increase  of 
31%  over  the  previous  year.  This  was 
the  best  rate  of  increase  for  the  entire 
industry,  and  by  a  wide  margin. 

Herbert  M.  Baum 

To  reach  our  target  consumers,  we 
decided  to  use  newspapers  during  the 
introductory  period  of  our  “Soup  is  Good 
Food”  campaign  to  explain  the  full 
details  of  our  nutritional  claims  in  a  news¬ 
worthy  environment.  (It’s  important  that 
food  marketers  use  newspapers  for  news 
value  more  often  versus  how  they’re 
being  used  now  as  a  promotional  vehicle. 
Our  tv  commercials  during  the 
introduction  referred  viewers  to  their 
local  papers  to  ascertain  more  “facts” 
about  the  nutritional  claims.  We  even 
used  a  newsstand  in  our  introductory 
national  commercials  to  draw  attention  to 
the  news  about  soup.) 

As  the  creative  message  was  “news” 
oriented,  and  not  coupon  or  recipe 
directed,  insertions  were  placed  in  the 
main  news  section  (not  the  food  pages)  to 
maximize  impact  and  message  intent  to 
all  adults.  Full  page  units  were  utilized  to 
attract  the  readers’  attention.  Not  600- 
line  ads  or  coupon  fillers.  We  were 
attempting  to  establish  news  and  stress 
the  importance  of  our  product  line  as  part 
of  everyday  eating  patterns.  We  were  in 
effect  rebuilding  our  brand  franchise. 

The  West  Coast  test  geography  encom¬ 
passed  the  states  of  California,  Washing¬ 
ton,  Oregon  and  Nevada.  All  newspapers 
on  our  Campbell  Standard  Newspaper 
List  in  the  test  area  were  used.  This  list 
was  developed  on  the  criteria  of  40-50% 
sales  district  coverage. 

The  “Soup  Is  Good  Food”  plan  recom¬ 
mended  60%  coverage  in  major  markets. 
Nine  markets  in  the  test  geography  were 
identified  as  major  markets.  They  were: 
Los  Angeles,  San  Francisco,  Seattle- 
Tacoma,  Sacramento-Stockton,  San 
Diego,  Portland,  Ore.,  Eugene,  Fresno, 
and  Medford. 

These  markets  were  analyzed  to  assure 
household  coverage  as  close  to  the 
planned  60%  as  possible.  Only  two  news¬ 
papers  were  added  to  the  standard  list, 
the  Los  Angeles  Herald  Examiner  and  the 
San  Francisco  Chronicle  &  Examiner. 

While  these  two  major  metropolitan 
newspapers  were  not  necessary  for  our 
condensed  soup’s  previous  couponing/ 
promotional  needs,  they  were  necessary 
additions  for  adequate  coverage  of  these 
18 


major  markets  for  the  important  news 
announcement  of  “Soup  Is  Good  Food.” 

The  test  market  results  were  gratifying: 
sales  of  condensed  soups  became  posi¬ 
tive  in  an  area  where  they  had  been 
declining  steadily. 

Results  of  the  test  positioning  soups  as 
good  food  convinced  us  that  the  cam¬ 
paign  should  go  national.  It  now  is.  And 
it’s  backed  by  a  commitment  of  more  than 
$20  million,  the  largest  effort  in  Campbell 
Soup  marketing  history.  More 
importantly,  we  used  newspapers  to  build 
our  brand  with  a  strong  reason  why. 
Newspapers  are  a  news  vehicle.  We,  in 
marketing,  need  to  be  more  aggressive  in 
using  them  for  news. 

At  Campbell,  our  marketing  people  are 
attempting  to  segment  the  market  and  to 
clearly  identify  the  target  consumer. 
Basically,  our  approach  is  that  population 
growth  and  per  capita  consumption  will 
not  get  us  the  volume  increase  we  need. 
We  see  the  real  opportunity  in  being  able 
to  pick  up  on  shifts  that  are  occurring 
within  food  consumption  patterns.  In 
other  words,  capitalize  on  product  mix 
that  sells. 

We  need  to  know  a  lot  more  about  how 
our  consumers  live  today  and  what  our 
food  inputs  must  be  to  keep  up  with 
changing  lifestyles. 

We  know,  for  instance,  that  approx¬ 
imately  75%  of  weekly  and  daily  news¬ 
paper  readers  used  canned  soup,  and 
from  recent  studies,  we  know  that  on  an 
average  weekday: 

•  71%  of  all  principal  food  shoppers 
read  the  daily  newspapers. 

•  55%  of  all  shoppers  say  that  they 
check  food  store  ads  before  going  on  a 
major  food  shopping  trip. 

•  28%  report  selecting  the  stores  they 
shopped  because  of  food  store  ads. 

However,  we  seek  from  our  newspaper 
representatives  better  demographic  data 
of  their  readers  so  we  can  overlay  them 
with  demographics  of  our  consumers.  We 
need  to  know  more  about  changing  mar¬ 
kets — especially  in  the  industrial  north¬ 
east  and  the  sunbelt — so  we  can  precisely 
identify  how  those  newspapers  fit  our 
brand  needs.  And  how  to  speak  to  a 
changing  readership  with  advertising  that 
will  be  not  only  meaningful  but  motivat¬ 
ing. 

The  newspaper  medium  is  in  a  very 
tough  battle  for  packaged  goods  compan¬ 
ies’  advertising  dollars — and,  in  order  to 
stay  on  top,  newspaper  sales  and  market¬ 
ing  teams  are  going  to  have  to  respond  by 
selling  newspaper  advertising  as  more 
than  Best  Food  Day  coupon  carriers. 
That  was  the  beauty  of  the  “  Soup  Is  Good 
Food”  news  section  advertising.  We 
were  building  our  brand  franchise — not 
discounting  (or  couponing)  our  merchan¬ 
dise.  It’s  the  only  way  national  brands  are 
going  to  survive  against  private  label/ 
generic  brands.  National  brands  must  be 
sold  on  consumer  benefits.  Coupon  dis¬ 
counting  reinforces  price  buying.  We’re 


literally  teaching  consumers  to  buy  at  the 
private  label  or  generic  price  by  our 
obsession  with  couponing. 

Enough  on  that. 

Let’s  talk  about  the  creative  use  of 
newspaper  space.  The  full  page  news  sec¬ 
tion  soup  ad  you  saw  was  effective — but 
not  all  brands  can  afford  that  kind  of  mul¬ 
ti-million  dollar  expenditure. 

We  must  use  newspapers  creatively. 
Here  are  a  couple  of  random  thoughts — 
not  great  thoughts — on  creatively  using 
newspapers  beyond  Best  Food  Day 
coupon  ads: 

1,  Classified  Advertising 

Sounds  far-fetched.  Right?  Well,  I’ll 
tell  you  that  classified  advertising  is 
cheap.  And  the  people  who  read  the  clas¬ 
sified  ads  also  want  to  buy  something. 
And  its  talking  to  consumers  one-on-one. 
Listen  to  this  (for  instance)  in  the  “Per¬ 
sonals”  column — “Please  Your  Husband 
with  real  homemade  spaghetti  sauce  with 
bits  of  basil,  oregano,  garlic  and  onion. 
Only  you  will  know  it’s  Prego  Spaghetti 
Sauce.  Available  at  all  Pathmark 
Stores.” 

Try  that  in  50  markets.  You  may  be 
surprised  at  the  impact — and  the  cost. 

2.  ^blic  Relations  Advertising 

More  people  read  the  editorial  in  a 
newspaper  than  the  ads.  I  believe  this  is 
true.  So  why  not  make  the  ads  look  like 
editorials.  Others  have  done  it  (Prepara¬ 
tion  H).  Tell  an  important  news  story 
about  your  brand.  Request  or  (heaven 
forbid)  pay  for  preferred  position  next  to 
a  widely  read  column  in  the  newspaper. 
For  instance,  “How  to  Read  Labels”  as  a 
headline  and  body  copy  that  reads  like  a 
news  story  about  the  nutritional  value  of 
soup.  Want  to  bet  that  readership  will  be 
high? 

So,  we  need  more  innovative  ways  to 
reach  newspaper  readers  with  franchise 
building,  benefit-oriented  messages. 
Then,  we’ll  all  use  newspapers  more  fre¬ 
quently — beyond  Best  Food  Days. 

Ideas.  That’s  what  marketing  is  all 
about.  And  if  we  think  of  newspapers  for 
advertising  in  unique  and  different 
ways — the  newspapers  of  tomorrow  will 
include  more  packaged  goods  advertis¬ 
ing — not  so  much  for  tactical  purposes  as 
for  an  important  strategic  marketing  tool. 

Theodore  Price 

What  we  are  talking  about  here  is  a 
series  of  twelve  corporate  advocacy 
advertisements  in  newspapers,  over  the 
past  18  months.  They  run  as  full  pages  in 
the  national  Wall  Street  Journal,  the  New 
York  Times  and  the  Washington  Post — 
and  they  run  as  half  pages  in  18  other 
major  newspapers  in  key  Lone  Star  mar¬ 
kets  across  the  country.  Each  ad  runs 
once,  all  on  the  same  day,  with  about  8 
million  circulation. 

What  are  we  trying  to  achieve?  Corpo¬ 
rate  identity.  Here  we  are  with  19  major 
plants,  a  billion  dollars  in  sales  and 
assets,  well  up  on  the  Fortune  500  list,  by 
(Continued  on  page  20} 
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That's  a  Bethl^em  commitment. 
And  we're  succeeding. 


For  the  third  year  in  a  row,  a  Bethlehem 
mine  has  won  the  coveted  Sentinels  of 
Safety  Award*  as  the  safest  coal  mine  in 
the  country. 

'  l‘  The  190  men  and  women  of  Mine  25  in 
our  Beth-Elkhorn  Division,  Jenkins,  Ky., 
worked  332,079  hours  in  1980  without  a 
^^^single  lost  workday  injury.  That  remarkable 
^  ^  safety  performance  won  them  the  1980 

award,  the  most  recent  given.  We're  proud 
of  them. 


And  we're  just  as  proud  of  the  people  at 
Mine  108  of  our  Marion-Barbour  Division 
in  northern  West  Virginia.  They  won  this 
top  award  in  1^78  and  1979! 

At  Bethlehem,  safety  is  an  integral  part 
of  production;  the  two  cannot  be  separated. 
Our  best  defense  against  injuries  and  acci¬ 
dents  is  a  safety-conscious  employee. 
That's  why  safety  education  and  training 
play  such  a  vital  role  at  all  our  operations— 
our  mines,  our  steel  plants,  our  shipyards. 


*Jointly  sponsored  by  the 
I  .S.  l)ep.irtment  of  I  .ibor,  Mine 
S.ifety  <ind  Health  Administration 
(MSI  lA),  and  the  American 
Mining;  C'onj^ress  ( AMC  ). 


Bethlehem  m 

Bethlehem  Steel  Corp.,  Bethlehem,  PA  18010 
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National  ads 

(Continued  from  page  18) 


far  the  largest  U.S.  producer  of  Portland 
cement  and  concrete.  But  we  didn't  stand 
out  from  the  crowd,  and  we  were  often 
confused  with  Lone  Star  Gas  and  Lone 
Star  Steel.  And  we  weren’t  getting  the 
consideration  we  felt  we  deserved  on 
Wall  Street,  or  in  Washington. 

We  had  started  in  1975  with  financial 
advertising  in  newspapers  and  maga¬ 
zines.  After  three  years,  we  found  we  not 
only  hadn’t  moved  the  needle  of  public 
opinion,  we  hadn’t  even  made  a  quiver. 

Then  we  tried  corporate  image 
advertising,  and  ran  beautiful  four-color 
pages  and  spreads  in  the  newsweeklies 
for  two  years.  But  again  the  ads  just  kind 
of  sat  there  and  we  had  no  real  feeling  that 
we  were  achieving  anything. 

So  we  decided  we  somehow  had  to  get 
more  impact,  and  stand  out  from  the 
crowd.  We  decided  if  we  were  going  to 
get  anybody’s  attention,  we  were  going  to 
have  to  knock  ’em  off  their  chairs. 

We  focused  on  newspapers,  because 
we  wanted  to  reach  the  top  people  in  busi¬ 
ness,  finance  and  government — and  all  of 
them  have  to  read  the  economic  news 
every  day  to  do  their  jobs — even  if  they 
have  to  let  the  magazines  pile  up  on  the 


bedside  table. 

We  keep  the  ideas  simple,  and  use  poli¬ 
tical  cartoons,  strong  headlines  and  short 
copy.  We  personalize  them  with  a  signa¬ 
ture  by  Jim  Stewart,  our  chairman  and 
chief  executive. 

Our  first  ad  ran  the  day  before  the  1980 
November  election.  It  talked  about  rein¬ 
dustrialization — the  popular  buzz  word 
then — and  we  were  very  gratified  to  get 
about  40  letters,  all  favorable,  from  top 
people. 

The  day  before  Thanksgiving,  we 
explained  how  America  became  a  colony 
again — by  exporting  raw  materials  and 
importing  manufactured  goods— just  like 
a  good  colony  is  supposed  to  do.  This  ad 
drew  in  over  200  letters,  and  some  good 
editorial  comments. 

Three  weeks  later,  our  third  ad 
appeared,  on  behalf  of  corporate  profits. 
It  was  our  first  illustration  by  Jack  Davis, 
the  Mad  magazine  cartoonist. 

But  a  funny  thing  happened  while  this 
ad  was  on  its  way  to  the  papers.  A  more 
important  issue  came  along. 

Jim  Stewart  wrote  this  copy, 
“Poison — warning.  The  interest  rate  poli¬ 
cy  of  the  Federal  Reserve  System  is  driv¬ 
ing  the  economy  of  the  United  States  to 
self-destruction,’’  on  a  3  x  5  card  on  Fri¬ 
day  morning,  December  12.  We  had  com¬ 
plete  art  and  mechanical  ready  the  next 
day,  Saturday,  and  it  ran  the  following 


Wednesday.  This  time  we  asked  for  lett¬ 
ers  to  go  to  Paul  Volcker,  and  we  got 
copies  of  1,500  of  them.  This  was  "Star¬ 
ched’’  as  one  of  the  three  best-read  ads  in 
the  Wall  Street  Journal  in  the  past  ten 
years. 

The  day  before  Mr.  Reagan’s 
inauguration,  this  ad  appeared — also  sug¬ 
gested  by  Jim  Stewart. 

“The  President  can’t  do  it  alone. 
Everybody  out  and  push.  The  free  rides 
are  over.’’ 

We  didn’t  ask  for  letters,  but  we 
received  more  than  1,000 — and  mailed 
out  more  than  10,000  reprints. 

A  month  later,  when  Congress  seemed 
to  be  stalling  the  new  economic  program 
we  asked  them  to  get  together  and  get  the 
job  done.  Another  800  letters  came  in 
from  all  over  the  country. 

We  ran  a  “brave  flag”  ad  which  said  we 
need  to  fly  our  colonial  flag  again,  and 
with  new  resolve,  we  must  succeed.  A 
coupon  offered  a  little  desk  flag  for  $  1 .00. 
It  ran  once.  We  had  orders  for  more  than 
17,000  flags,  and  we  handed  out  another 
7,000  to  our  customers  and  to  members  of 
Congress. 

The  key  to  corporate  advertising  is  top 
management  involvement.  You  don’t  go 
anywhere  without  it.  On  a  window  sill  in 
Jim  Stewart’s  office  is  a  row  of  cardboard 
cartons,  one  or  more  for  each  ad  we  have 
run.  They  contain  the  10,000  letters  we 
have  received  so  far. 


Faced  with  tough 
insurance  questions 
&  don’t  know  where 
to  find  the  answers? 

state  Farm’s  Reference  Notebook  of  Insurance 
Sources  may  point  you  in  the  right  direction. 

It’s  a  topical  insurance  guide  with  addresses  and 
phone  numbers  of  more  than  200  organizations, 
research  groups  and  people  who  know  the  facts 
about  insurance  and  related  subjects.  It  also  lists 
the  country’s  top  insurance  companies,  insurance 
trade  and  arson  associations,  and  more— over 
90  pages  of  organizations  that  can  help  you  with 
your  insurance  story. 

For  your  free  copy  just  write  or  call: 

Public  Relations  Dept.  RK-3 
State  Farm  insurance  Companies 
One  State  Farm  Plaza 
Bloomington,  Illinois  61701 
(309)662-6402 
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Something’s  up  our  sleeve 


“Classified-Display  ad  makeup  from  the 
INFORMATION  INTERNATIONAL 
NPS'^  combines  text,  halftones  and  line  art  iike  Magic!” 


Dick  Marshall 

Classified  Advertising  Manager 
Pasadena  STAR-NEWS 


April  30,  1982-Published  first  STAR-NEWS  full-page 
classified-display  ad  completely  assembled  by  classified 
personnel  using  NPS  (Newspaper  Pagination  System). 


May  9,  1982-40%  of  STAR-NEWS  real  estate  classified^ 
display  ads  assembled  by  classified  personnel  using  NPS. 


May  24,  1982-First  STAR-NEWS  liner  classified  pages, 
including  classified-display  ads,  assembled  by 
classified  personnel  using  NPS. 
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INFORMATION  INTERNATIONAL® 

For  free  NPS  brochure,  write  to  Arnie  Sorenson, 

5933  Slauson  Avenue,  Culver  City,  CA  90230. 

Or  call  our  sales  office  in  your  area: 

ATLANTA  (404)  923-6888. 

CHICAGO  (312)  541-5460. 

DALLAS  (214)  980-0554. 

DENVER  (303)  741-1015. 

LOS  ANGELES  (714)  833-8075. 

NEW  YORK  (212)  695-8280. 

SAN  JOSE  (408)  248-5055. 

WASHINGTON.  D  C.  (703)  790-8360. 


The  numbers  will  increase  because,  we  know  you 
can’t  afford  designed  obsolescence. 

Some  manufacturers  advertise  a  new  stacker  that  can  pro¬ 
duce  60  batches  per  minute  as  if  it  were  a  major 
breakthrough. 

MONITOR  can  produce  64. 


The  energy  efficiency,  speed  and  reli-  ^ 

ability  of  MONITOR  offers  faster  pay-back 
than  stackers  costing  less. 

All  improvements  or  new  accessories  can  be  added  to  the 
first  MONITOR  we  built;  and  that  makes  MONITOR  an 


If  the  claims  of  20  C.F.M.  as  opposed  to  40  C.F.M.  indicate  a 
substantial  reduction  in  operating  cost,  consider: 

MONITOR  uses  less  than  I  C.F.M. 


excellent  long  term  investment. 

MONITOR... 

the  stacker  designed  with  the  future  in  mind  ^  "  ^ 


\  / 

SYSTEMS,  INC.  . 


Monitor] 


HALL  SYSTEMS,  INC.  ^ 

24400  Sperry  Drive  •  Westlake,  Ohio  44145 
(216)  835-0700 


See  Monitor  at  Booth  No.  333 
ANFWRI  —  June  19-23,  Dallas.  TX 


NNA  moves  for  closer  ties 
with  suburban  group 


By  Andrew  Radolf 

Members  of  the  Suburban  Newspapers 
of  America  held  a  three  day  convention  in 
Philadelphia  (May  26-28)  to  learn  how 
they  can  build  their  publications  into  a 
more  potent,  and  diversified,  media 
force. 

About  70  suburban  publishing  compan¬ 
ies  were  represented  at  the  convention, 
with  total  attendance  at  about  100  people. 

Total  membership  numbers  around  180 
companies,  according  to  SNA  officials, 
which  together  publish  1,048  newspa¬ 
pers;  833  weeklies,  134  multi-weeklies 
publishing  two,  three,  or  four  times  per 
week,  and  81  dailies. 

SNA  says  its  newspapers  have  12.1 
million  tot^  circulation. 

Over  650  of  its  newspapers  are  audited, 
SNA  says.  20%  of  these  are  audited  by 
the  Audit  Bureau  of  Circulations,  64%  by 
Certified  Audit  of  Circulations,  and  16% 
by  Verified  Audit  of  Circulations. 

The  average  SNA  member  publishes 
5.6  mastheads  with  a  combined  circula¬ 
tion  of  64,000,  said  Jim  Elsener,  execu¬ 
tive  director  of  the  organization. 

‘Fairly’  flat  growth 

Elsener  said  total  circulation  for  SNA 
members  is  “up  a  little  bit  but  not  like  in 
past  years.  It’s  been  fairly  flat  the  last  few 
years.” 

Elsener  attributed  the  slow  growth  to 
the  fact  that  the  suburbs  themselves 
“haven’t  continued  to  grow.” 

He  maintained  that  household  penetra¬ 
tion  for  the  suburban  papers  “hasn’t 
dropped  that  much.  If  we’re  already 
reaching  90%,  you  can’t  get  more 
penetration  than  that.” 

The  majority  of  SNA  papers  are  con¬ 
trolled  circulation  and  voluntary  pay  pub¬ 
lications.  The  penetration  figures  are 
based  on  percentage  of  households  in  a 
community  receiving  delivery  on  their 
doorsteps  or  by  mail. 


Elsener  said  SNA  does  not  have  any 
“industry”  statistics  for  readership  of 
suburban  newspapers  in  the  home. 

Closer  NNA  ties 

George  Measer,  president  of  the 
National  Newspaper  Association  and  of 
Bee  Publications  in  Williamsville,  N.Y., 
told  SNA  “our  two  organizations  can  and 
will  work  together.” 

Measer  said  NNA  “is  seeking  more 
SNA  members”  on  its  committees  and 
will  “help  promote  SNA  membership 
through  Publishers’  Auxiliary.  He  said 
SNA’s  president  will  write  quarterly  arti¬ 
cles  for  the  NNA’s  weekly  publication. 

Measer  stated  NNA  has  over  6,000 
members  including  750 daily  newspapers. 
He  said  Newsday,  Los  Angeles  Times, 
and  the  Washington  Post  were  among  the 
larger  dailies  having  membership  in  the 
organization. 

Grassroots  lobbying 

Measer  told  E&P  that  NNA  has  a  com¬ 
puterized  list  matching  Congressmen 
with  its  members  publishing  in  their  dis¬ 
tricts.  He  explained  the  organization  uses 
a  “grassroots  contact  team  concept”  in 
lobbying. 

“With  6,000  members,  that  can  put  tre¬ 
mendous  pressure  on,”  he  said.  “We 
may  have  a  dozen  newspapers  in  a  Con¬ 
gressional  district.” 

Although  there  is  overlap  in  NNA  and 
ANPA  membership  and  the  two  organ¬ 
izations  share  many  of  the  same  lobby- 
,ing  goals,  Measer  ruled  out  any  merger 
between  the  two. 

“I  think  we’d  lose  our  identity  entirely 
if  we  ever  merged  with  ANPA,”  he  said. 
He  noted  that  ANPA  wanted  the  NNA  to 
move  its  headquarters  to  Reston,  Va.  but 
the  organization  decided  to  stay  in  down¬ 
town  Washington. 

New  SNA  president 

The  SNA  elected  Charles  Wrubel,  pub¬ 


Charles  Wrubel 


lisher  of  the  weekly  News  Beacon  and  a 
shopper  in  Fair  Lawn,  N.J.,  its  new  presi¬ 
dent. 

Wrubel  told  E&P  his  goals  for  SNA 
include  “increased  exposure  and  accept¬ 
ance  in  the  fields  of  information  service, 
professional  journals,  in  the  minds  of 
advertisers  and  in  the  journalism  schools. 
We  will  be  recognizing  certain 
individuals,  companies,  and  schools  for 
their  contributions  to  suburban  journal¬ 
ism.” 

A  live-together  situation 

Wrubel  said  he  believes  suburban  pa¬ 
pers  and  big  city  dailies  can  co-exist. 

“I  think  it’s  a  live-together  situation,” 
he  stated.  “There  will  always  be  a  little 
give  and  take  as  to  who  is  going  to  domi¬ 
nate.” 

Wrubel  said  suburban  papers  have 
“done  a  good  job  of  protecting  their  mar¬ 
ket  share”  through  such  vehicles  as  joint 
selling  arrangements  in  which  “groups  of 
publishers  get  together  to  offer  combina¬ 
tion  buys.” 

SNA  members  are  well  aware  the  dail¬ 
ies  “aren’t  asleep”  and  will  be  offering 
increased  competition  with  zoned  edi¬ 
tions  and  free  distribution  suburban 
weeklies  providing  total  market 
coverage. 

Wrubel  believes  the  SNA  members  can 
meet  this  competition. 

“If  the  suburban  newspapers  can  main¬ 
tain  quality  products,  the  metros  will 
have  a  difficult  time  recapturing  parts  of 
the  market  they  have  lost,”  he  said.  “The 
metros  are  surviving  without  it.  There  are 
nine  separate  weekly  publishing  organ¬ 
izations  in  Bergen  County  with  about 
200,000  unduplicated  circulation.  They 
operate  right  under  the  nose  of  one  of  the 
most  profitable  newspapers  the  (Hack¬ 
ensack)  Record.  Sometimes  just  being 
the  daily  in  town  is  enough  to  get  the 
business.” 

(Continued  on  page  25) 
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(Continued  from  page  24) 

Need  to  target  readers 
David  Cravit,  vicepresident  of  Saffer, 
Cravit,  and  Freedman  Advertising,  Tor¬ 
onto,  advised  SNA  members  to  “zero  in” 
by  demographics  and  psychographics  on 
the  various  segments  of  the  suburban 
market  advertisers  want  to  reach. 

He  said  in  today’s  economic 
environment,  newspaper  advertisers 
must  “create  image  as  well  as  generate 
traffic”  with  their  ads. 

Cravit  said  suburban  newspapers  must 
emphasize  their  “local  identity”  and 
readership  to  advertisers. 

“Redefine  your  notion  of  reach,  attack 
your  competition  more  aggressively, 
work  more  closely  with  your  advertis¬ 
ers,”  Cravit  stated. 

Eye  cable  news 

The  SNA  convention  devoted  nearly 
IVi  hours  to  cable  television  and  whether 
or  not  suburban  newspapers  should  seek 
to  enter  the  medium. 

“Suburban  newspapers  have  the  per¬ 
fect  resources  to  get  into  electronic 
information.  The  local  focus  in  their 
coverage  will  aid  them,”  said  Jack 
Kubik,  president  of  Life  Publications  in 
Berwyn,  Ill. 

Kubik  publishes  three  papers  in  37 
communities  in  the  west  suburbs  of  Chi¬ 
cago.  Their  combined  circulation  is  about 
90,000  weekly. 

Kubik  said  he  is  having  “moderate  suc¬ 
cess”  with  a  24  hour  news  channel  which 
is  being  leased  from  a  local  cable  com¬ 
pany. 

“The  ads  haven’t  taken  off,”  Kubik 
said.  “The  franchise  is  new  and  still 
building.  We  have  to  learn  how  to  sell  the 
new  medium.” 

The  region’s  poor  economy  also 
affected  cable  ad  sales,  he  said. 

Kubik  said  the  news  is  currently  pre¬ 
sented  as  text  but  that  he  plans  to  do  live 
broadcasts. 

Life  Publications  owns  10%  of  the 
cable  company.  MetroVision  of  Atlanta, 
a  subsidiary  of  Newhouse  Broadcasting, 
is  the  principal  owner. 

The  15  year  lease  is  free  for  the  first  two 
years,  7%  of  gross  revenues  for  the  next 
seven  years,  and  17%  of  gross  revenues 
for  the  final  six  years. 

MetroVision  has  been  offering  locjd 
publishers  a  share  of  the  ownership  in  its 
cable  systems  in  order  to  gain  a  local 
representative  in  bidding  on  franchises. 

A  ‘dirty’  business 

Kubik,  who  told  SNA  he  was  actively 
involved  in  the  franchising  process,  said 
he  would  never  do  it  again. 

“Franchising  is  the  dirtiest  business 
I’ve  ever  been  in,”  he  stated.  “The  com¬ 
petition  offers  everything  but  their 
wives.” 

Life  Publications  is  “very  close  to  sign¬ 
ing  channel  leases  with  several  other 
cable  companies,”  said  Larry  Randa, 
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director  of  cable  operations,  in  response 
to  a  telephone  call.  The  leases  won’t  be 
for  15  years  but  will  range  “anywhere 
from  two  to  five  years.” 

Stay  in  newspapers 

Stephen  Rose,  president  and  publisher 
of  Sun  Publications  in  Overland  Park, 
Kansas,  warned  SNA  members  that 
cable  “is  not  a  newly  found  gold  mine” 
and  said  “smaller  publications  must  be 
content  to  stay  in  the  newspaper  busi¬ 
ness.” 

Rose  said  cable’s  primary  attraction  to 
viewers  is  its  offerings  of  movies, 
entertainment,  and  sports. 

“You’re  kidding  yourself  if  you  try  to 
sell  local  origination,”  he  said.  “People 
won’t  want  to  spend  their  leisure  time 
reading  on  cable  tv  what  they  can  get  for 
25^  in  their  local  newspaper.  Cable  news 
today  has  to  compete  with  ‘Hee  Haw’  on 
the  other  channel.” 

Rose  said,  “Ask  yourself,  what  can 
you  do  with  cable  tv  you  cannot  do  with  a 
weekly  newspaper.” 

He  said  the  “best”  opportunity  for 
suburban  papers  is  to  sell  “local 
availabilities”  on  Cable  News  Network. 

Other  drawbacks  Rose  saw  to  cable 
were  the  taxes  which  municipalities  can 
impose  on  the  systems  and  the  possibility 
that  “another  new  technology  may 
eclipse  this  one  soon.” 

LPTV  a  ‘ploy’ 

Steve  Effros,  of  Community  Antenna 
Television  Association,  said  suburban 
newspapers  would  be  “smart  to  get  into 
cable.” 

“This  industry  is  moving  very  fast.  It’s 
going  to  be  successful,  but  it’s  not  going 
to  be  the  be-all  of  communications,”  he 
said. 

Effros  said  many  cable  programming 
networks  such  as  CNN  and  ESPN  have 
local  availabilities  for  advertising  but  that 
the  cable  operators  “don’t  know  what  to 
do  with  them.  You  are  in  the  business  of 
selling  ads.  You  can  help  them.” 

Effros  issued  a  stiff  warning  against 
getting  involved  with  low  power  televi¬ 
sion,  calling  LPTV  a  “hoax”  and  a  “poli¬ 
tical  ploy.” 

“LPTV  was  introduced  just  prior  to  the 
Carter-Reagan  election.  It  was  bally- 
hooed  to  the  minorities  (as)  opening  up 
tv.  It  was  bally hooed  before  the  FCC 
even  knew  how  to  price  licenses.” 

Effros  added  L^V  was  going  “the 
same  route”  as  UHF  which  turned  out  to 
be  “six  times”  as  costly  as  originally 
believed  and  “not  as  profitable  as 
thought.  Many  (UHF  stations)  went  out 
of  business.  People  are  going  for  LPTV 
licenses  in  places  where  UHF  has  gone 
fallow  for  years.” 

Define  cable  goals 

Pam  Riley,  an  attorney  with  the  Amer¬ 
ican  Newspaper  Publishers  Association, 
told  SNA  members  to  “set  goals”  before 
becoming  involved  in  cable  tv. 

(Continued  on  page  36) 
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Gil  Broyles,  night  editor  in  the  Tulsa 
bureau  of  the  Associated  Press,  has  been 
appointed  correspondent  in  charge  of  the 
bureau,  succeeding  Dayton  Blair,  who 
retired  May  28,  ending  a  35-year  AP 
career. 

Before  joining  AP,  Broyles  was  a  re¬ 
porter  for  two  Oklahoma  newspapers,  the 
El  Reno  Tribune  and  Shannee  News-Star 
and  worked  in  the  sports  information 
office  at  Oklahoma  Baptist  University. 

Succeeding  Broyles  on  the  Tulsa  night 
desk  is  Mark  Kreidler,  a  22-year-old 
Tulsan  who  was  graduated  in  May  from 
the  University  of  Oklahoma. 

*  *  * 

Robert  K.  Hill  was  elected  senior 
vicepresident  of  Million  Market  News¬ 
papers,  Inc.  He  is  currently  vicepresi- 
dent-Atlanta  manager. 

*  ♦  * 

Dennis  P.  Christopher  was  named 
director  of  safety  and  security  for  Atlanta 
Journal  and  Constitution.  Christopher 
was  previously  with  the  Philadelphia  Bul¬ 
letin  as  risk  manager  and  earlier  director 
of  safety  for  Strick  Corporation  and  loss 
control  advisor  for  Lokens  Steel  Com¬ 
pany. 

*  ife  * 

Gordon  S.  Cox  was  promoted  to  cir¬ 
culation  manager-marketing  of  the  Flor¬ 
ida  Publishing  Company,  Jacksonville. 
With  the  company  27  years,  Cox  began  as 
a  carrier  to  finance  his  college  education. 

♦  ♦  ♦ 

Ray  Kenney,  business  news  editor  of 
the  Milwaukee  Sentinel,  was  named  to 
the  new  position  of  executive  business 
news  editor  of  the  Milwaukee  Journal 
with  responsibility  for  business  reporting 
and  development  of  an  expanded  Sunday 
business  section. 

*  ♦  * 

Mel  Wagner  has  been  appointed 
general  manager  of  the  Donrey  Media 
Group’s  Redlands  (Calif.)  Daily  Facts. 
He  was  circulation  consultant  for  Don¬ 
rey’ s  western  newspaper  division  and  re¬ 
places  Graff  Moore,  who  resigned. 
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Vandervoort  Victory  Thomas 


Dick  Victory  was  named  deputy 
managing  editor/newsfeatures  for  the 
Orlando  Sentinel  and  Ceci  Vander¬ 
voort,  formerly  in  charge  of  newsfea- 
tures,  was  named  deputy  managing 
editor/design. 

Victory,  formerly  with  Washingtonian 
Magazine  where  he  worked  as  text  edi¬ 
tor,  managing  editor  and  executive  edi¬ 
tor,  oversees  sections  dealing  with  lifes¬ 
tyle,  entertainment,  and  the  arts.  Vander- 
voort’s  responsibilities  include  all  depart¬ 
ments  dealing  with  the  paper’s  visual  pre¬ 
sentation  as  well  as  quality  control  and 
planning  aspects  of  news  production.  She 
has  been  with  the  paper  1 1  years,  starting 
as  an  editorial  clerk,  and  became  a  copy 
editor  and  news  editor. 

*  *  :1c 

Promotions  and  transfers  at  Times 
Graphics  Inc.,  Vineland,  N.J.,  include; 

David  Rahme  was  appointed  news 
editor  of  the  Vineland  Times  Journal, 
moving  from  associate  news  editor. 

Glenn  R.  Nickerson,  news  editor  of 
the  Millville  Daily,  joins  Rahme  on  a  com¬ 
bined  news  desk  at  the  Times  Journal  in  a 
reorganizational  move  to  Vineland. 

Dodie  Murphy  Wagner,  a  general 
assignment  reporter  with  the  Millville 
Daily,  was  appointed  assignment  editor. 
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Kent  Thomas,  publisher  of  the 
Beatrice  Daily  Sun,  was  elected  president 
of  the  Nebraska  Press  Association  and 
succeeds  Dick  Lindberg,  publisher  of 
the  West  Point  News. 

Ken  Kauffold,  Dodge  Criterion, 
was  elected  vicepresident;  Doug  Dun¬ 
can,  Shelton  Clipper,  treasurer.  Ted 
Gill,  Arapahoe  Public  Mirror,  was 
elected  president  of  Nebraska  Press 
Advertising  Service,  Inc.,  with  John 
Sanders,  Auburn  Newpapers,  vicepresi¬ 
dent. 

*  *  * 

Norman  C.  Roy,  who  joined  the 
Springfield  (Mass.)  Newspapers  four 
years  ago  as  a  Daily  News  copy  editor, 
has  been  appointed  photo  editor  of  Daily 
News,  Morning  Union  and  the  Sunday 
Republican.  Roy,  earlier  photo  editor  of 
the  defunct  Hartford  Times,  succeeds 
Edward  J.  Malley,  who  retired. 

Staff  photographer  Mark  Murray 
was  promoted  to  chief  photographer.  Roy 
will  be  responsible  for  photo  department 
supervision  while  Murray  will  serve  as 
his  chief  assistant. 

♦  ♦  ♦ 

Steve  Krammes  was  named  metro 
circulation  manager  of  the  Des  Moines 
Register  and  Tribune.  He  previously  held 
posts  as  zone  manager  in  the  division  and 
assistant  metro  manager.  Before  joining 
the  newspaper  in  1981,  Krammes  had 
been  circulation  director  of  the  Salisbury 
(Md.)  Daily  Times. 

:<( 

Thomas  A.  Hennick,  presently  assis¬ 
tant  sports  editor  of  the  Middletown 
(Conn.)  Press,  will  succeed  C.  Russell 
SUMPF,  who  retires  as  editor  of  the 
Naugatuck  (Conn.)  Daily  News  on  July  5. 

Hennick  is  a  third-generation  family 
member  to  assume  an  executive  post  at 
the  Daily  News.  Hennick’s  late  grand¬ 
father  Rudolph  M.  Hennick,  was  pub¬ 
lisher  from  1942  to  1965.  Then 
Frederick  Hennick,  the  newly- 
appointed  editor’s  father,  assumed  the  ti¬ 
tle  of  publisher. 
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Robert  Berglund  was  elected  presi¬ 
dent  of  the  Wisconsin  Newspaper  Asso¬ 
ciation  .  He  is  publisher  of  the  weekly 
Tribune-Record-Gleaner,  Loyal,  and 
succeeds  Kenneth  O.  Blanchard, 
publisher  of  the  LaCrosse  Tribune. 

Other  officers  elected  in  May  are:  Rus¬ 
sell  F.  Sprung,  Oshkosh  Northwest¬ 
ern,  first  vicepresident;  Henry  W. 
SCHROEDER,  Verona  Press  and  Fitchburg 
Star,  second  vicepresident;  Robert  H. 
Wills,  Milwaukee  Sentinel, 

*  * 

J.  Oliver  Amos,  chairman  of  Amos 
Press,  Inc.,  Sidney,  Ohio,  has  retired  af¬ 
ter  60  years  of  service  with  the  106-year- 
old  family  firm.  Amos  has  served  as  trus¬ 
tee  for  the  Ohio  Newspaper  Association, 
Inland  Daily  Press  Association  and 
American  Press  Institute. 

The  firm  publishes  the  Sidney  Daily 
News,  two  hobby  weeklies  and  two 
monthly  magazines. 

*  tk  ♦ 

Frank  Kimmel,  since  1979  with  Mis¬ 
sissippi  Publishers  Corp. ,  publisher  of  the 
Jackson  Clarion-Ledger  and  Daily  News, 
as  picture  editor  and  director  of  photogra¬ 
phy,  was  appointed  director  of  photogra¬ 
phy,  a  new  position  at  the  Rocky  Moun¬ 
tain  News,  Denver.  Kimmel  was  a  photo¬ 
grapher  and  photo  editor  at  the  Courier- 
Journal  and  Louisville  Times  earlier  in  his 
career  and  later  co-founded,  designed 
and  was  managing  editor  of  Hard  Times, 
a  weekly  in  Crawford  County,  Ind.,  be¬ 
fore  joining  the  Jackson  newspapers. 

«  *  * 

Robert  J.  Ritchie,  former  editor  of 
the  Toms  River  (N.J.)  Times-Observer, 
has  been  named  publisher.  Ritchie  was 
editor  of  the  daily  from  1973  to  1979, 
when  he  was  appointed  general  manager. 
At  the  end  of  1980,  he  was  placed  in 
charge  of  Ingersoll  weekly  newspaper  op¬ 
erations  in  Ocean  County  and  will  con¬ 
tinue  in  that  post.  Before  joining  the 
Times-Observer,  Ritchie  was  managing 
editor  of  the  Camden  (N.J.)  Courier- 
Post. 

Ritchie  succeeds  John  P.  Helmer  as 
publisher.  Helmer  resigned  to  continue  in 
newspaper  management  in  another  area. 
*  *  * 

James  W.  Hamilton  has  joined  The 
E.xperienced  Citizen,  Denville,  N.J., 
state  wide  monthly  newspaper  for  senior 
citizens,  as  advertising  director. 
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Wanninger 


FROM  HAWAII— Christ¬ 
opher  S.  Dix,  director  of  per¬ 
sonnel  and  general  counsel  for 
the  Hawaii  Newspaper  Agency, 
is  the  new  president  and  pub¬ 
lisher  of  Gannett's  Bellingham 
(Wash.)  Herald.  He  succeeds 
Charles  T.  Wanninger,  who  was 
named  the  Gannett  Foundation 
Professional-in-Residence  at  the 
University  of  Kansas. 

Wanninger  joins  the  faculty 
of  William  Allen  White  School 
of  Journalism  for  the  new 
academic  year  this  Fall.  Mean¬ 
time  he  is  on  special  assignment 
to  News  Division  of  Gannett 


Mario  R.  Garcia  was  appointed  pro¬ 
fessor  of  mass  communications  at  the 
University  of  South  Florida,  Tampa, 
effective  September  I .  Dr.  Garcia  is  pre¬ 
sently  professor  and  chairman  of  graphic 
arts  at  Syracuse  University's  S.I.  New- 
house  School  of  Public  Communications. 
♦  *  ♦ 

Robert  Ingalls,  after  32  years  as 
publisher,  retired  from  the  Corvallis 
{Ore.)  Gazette-Times.  He  started  with  the 
paper  45  years  ago  as  a  newspaperboy. 
Until  becoming  a  member  of  the  Lee 
Newspaper  group,  the  Gazette-Times 
had  been  owned  since  1915  by  the  Ingalls 
family. 

*  ♦  * 

Joseph  D'Angelo,  president  of  King 
Features,  received  an  honorary  Doctor  of 
Laws  degree  from  William  Penn  College 
during  the  annual  commencement  cere¬ 
monies  in  Oskaloosa,  Iowa. 

David  Starr,  publisher  of  the  Spring- 
field  Newspapers,  has  been  named  reci¬ 
pient  of  the  first  Human  Relations  Award 
to  be  presented  by  the  newly-formed 
Western  Massachusetts  chapter.  Nation¬ 
al  Conference  of  Christians  and  Jews. 
Formerly  editor  of  the  Newhouse  Long 
Island  Press,  Starr  has  been  senior  edi¬ 
tor,  Newhouse  Newspapers,  since  1971. 


William  R.  Shover.  director  of  com¬ 
munity  and  corporate  services  for  The 
Arizona  RepublicIThe  Phoenix  Gazette, 
has  received  an  honorary  doctor  of  public 
service  degree  from  Grand  Canyon  Col¬ 
lege  in  Phoenix. 

«  «  « 

George  Hagan  is  the  new  publisher 
of  The  Renaissance  Scene.  Detroit  twice- 
monthly  feature  magazine.  Hagan  work¬ 
ed  for  Observer  &  Eccentric  Newspapers 
four  years  as  director  of  marketing  and 
advertising  and  served  as  vicepresident 
on  the  original  Renaissance  Scene,  Inc., 
board.  He  also  held  management  posi¬ 
tions  with  the  former  Panax  Newspapers. 
*  «  « 

Donn  E.  Cramton  was  named  mana¬ 
ger  of  the  newly  created  marketing  ser¬ 
vices  department  of  the  Saginaw  (Mich.) 
News.  Cramton  has  served  20  years  in 
display  advertising.  Other  members  of 
the  department  are:  Charles  G.  Strat- 
TARD,  a  32-year  newsman  with  Booth- 
Newhouse  newspapers,  to  community 
services  coordinator;  Terry  M.  Hau- 
GER,  to  national-cooperative  advertising 
supervisor,  and  Billy  M.  Currell.  to 
supervisor  of  the  marketing  creative  arts 
staff. 

(Continued  on  page  29) 
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We  have 
the  facts 
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looking  for. 

Turn  to  Who's  Who  in  America  1982- 
1983,  and  get  the  vital  information  on 
the  people  you  need  to  know. 

You’ll  have  complete,  personal  bio¬ 
graphies  of; 

Leading  Journalists 
Businessmen 
Prominent  Educators 
Government  Officials 
Writers  and  Artists 
Scientists 

...plus  top  decision-makers  in  law, 
diplomacy,  religion,  medicine  and 
other  specialized  fields. 

Each  sketch  is  a  concise  resume,  in¬ 
cluding  such  facts  as  education, 
career  history,  awards,  publications, 
memberships,  political  affiliations, 
family  names,  plus  home  and  office 
addresses. 

Find  the  most  current  information 
available... 
before  you  interview 
before  you  write  a  letter 
before  you  begin  research 
before  you  make  a  presentation 
before  you  go  to  press 
More  than  74,000  profiles  introduce 
you  to  the  people  behind  the  names... 
more  than  13,000  are  new  to  this  edi¬ 
tion.  Put  Who’s  Who  in  America  1982- 
1983  to  work  for  you.  It's  detailed.  It’s 
accurate.  It’s  up-to-date. 


Who's  Who  in  America 

“...by  far  the  best  single  source  of 
current  biographical  information  for 
the  notables  in  this  country." 
Bohdan  S.  Wynar 

American  Reference  BooKe  Annual 


The  42nd  Edition  is  published  May  1982.  To 

order  the  2-volume  set,  send  $109.50  plus  $5 
postage  and  handling  to:  Marquis  Who's 
Who.  Inc.  •  200  East  Ohio  Street  •  Room 
215  •  Chicago,  Illinois  60611. 

Please  add  state  sales  tax  where  applicable 
ISBN  0-8379-0142-1  •  LC  4-16934 
State  Product  Number  030260-AEAP 

Or  call  toll-free  800-428-3898 

Indiana  residents  call:  (317)  298-5483 


28 


Notes  on  people 


$31,500  scholarship 

Mike  D.  Cornwell,  an  18-year-old 
sportswriter  for  the  Carlsbad  (N.M.) 
Current-Argus,  has  won  the  27th  annual 
Thoroughbred  Racing  Associations- 
Grantland  Rice  Scholarship  to  Vanderbilt 
University. 


Mike  D.  Cornwell 

Cornwell,  an  1981  honors  graduate  of 
Carlsbad  Senior  High  School,  won  over 
57  other  applicants  for  the  $3 1 ,500  four- 
year  stipend.  The  award  is  named  after 
legendary  sportswriter  Grantland  Rice, 
who  was  a  graduate  of  Vanderbilt.  It  is 
jointly  sponsored  by  TRA  and  the  univer¬ 
sity  to  encourage  and  aid  prospective 
young  sportswriters. 

Cornwell  said  he  had  a  couple  of 
scholarship  offers  but  was  beginning  to 
find  a  lot  of  success  with  his  writing  and 
“jumped”  at  the  chance  to  work  with 
Current-Argus  sports  editor,  Roy  Hall. 
The  young  writer  plans  to  major  in  liberal 
arts  at  Vanderbilt,  while  continuing  to 
write  about  sports. 

Cornwell’s  father,  David,  is  a  mill  oper¬ 
ator  in  a  Carlsbad  area  mine  and  his 
mother,  Pauline,  is  a  clerk. 

Previous  winners  of  the  scholarship 
include  Skip  Bayless  and  John  Bloom, 
both  of  the  Dallas  Times-Herald;  Bill 
Livingston  of  the  Philadelphia  Inquirer, 
and  Roy  Blount,  whose  sports  articles 
have  appeared  in  national  magazines. 
John  A.  Morris,  former  president  of  TRA 
and  one  of  the  founders  of  the  scholarship 
program,  is  chairman  of  the  TRA- 
Grantland  Rice  committee. 

Iowa  Hall  of  Fame 

David  Manning  White,  internationally 
known  for  his  work  in  the  field  of  mass 
communication  and  popular  culture,  is 
the  36th  person  elected  to  the  University 
of  Iowa  School  of  Journalism  and  Mass 
Communication  Hall  of  Fame. 

White,  who  retires  this  year  from  the 
faculty  of  Virginia  Commonwealth  Uni¬ 
versity,  Richmond,  has  worked 
extensively  as  a  journalist  and  consultant 


and  as  a  journalism  educator  and  author. 
He  has  held  teaching  or  research 
positions  at  the  University  of  Iowa,  Col¬ 
lege  of  William  and  Mary,  Bradley  Uni¬ 
versity  and  Boston  University.  His  con¬ 
sulting  positions  included  work  with  the 
Gallup  Poll,  Burma  School  of  Journal¬ 
ism,  University  of  Strasbourg  (France), 
Free  University  of  Berlin,  among  others. 

Movie  critics 

Chicago  newspaper  movie  critics  Gene 
Siskel  and  Roger  Ebert  will  abandon  their 
weekly  “Sneak  Previews”  public  televi¬ 
sion  series  at  the  end  of  this  season  and 
begin  another  syndicated  show  “Movie 
Views”  based  at  WGN  Channel  9,  Chica¬ 
go,  in  September. 

Ebert,  who  writes  for  the  Chicago  Sun- 
Times,  also  appears  regularly  on  a  local 
radio  show  and  tv  newscast.  Siskel,  Chi¬ 
cago  Tribune  critic,  has  his  own  tv  news 
spot  on  another  channel. 

The  current  Siskel-Ebert  series  is 
broadcast  by  Public  Broadcasting  Serv¬ 
ice  to  200  affiliates. 

Pacific  president 

Jim  Lippelgoes,  advertising  manager  of 
the  The  Geelong  Advertiser,  Victoria, 
Australia,  is  the  inaugural  president  of  the 
newly  formed  Pacific  Division  of  the  In¬ 
ternational  Newspaper  Promotion  Asso¬ 
ciation. 


Jim  Lippelgoes 

Other  officers  of  the  new  division  are: 
President-elect,  John  Paton,  group 
marketing  director.  The  Age,  Melbourne; 
vicepresident,  Pat  Cooney,  manager. 
New  Zealand  Newspaper  Ltd.; 

Directors,  Jenny  Ball,  promotions 
manager,  Canberra  Times;  Craig  Wilson, 
director.  Northern  Newspapers,  Whyal- 
la.  South  Australia;  Miss  K.  Kanchana- 
bul,  promotions  manager.  Allied  News¬ 
papers,  Bangkok;  Ian  Jeffers,  general 
manager.  The  Gold  Coast  Bulletin, 
Queensland;  Doug  Cowles,  general  man¬ 
ager,  Ballarat  Courier,  Ballarat,  Victoria, 
Australia;  and  Clem  Martin,  general  man¬ 
ager,  Central  Western  Daily,  Orange, 
New  South  Wales. 
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Momsen  Finnegan  Henry 

ST.  PAUL  PROMOTIONS — Three  vicepresidents  have  been  named  by 
Thomas  L.  Carlin,  president  of  Northwest  Publications,  Inc.  and  publisher  erf 
the  St.  Paul  (Minn.)  Pioneer  Press  and  Dispatch.  They  are: 

John  T.  Henry,  vicepresident/general  manager;  Robert  C.  Momsen, 
vicepresident/ marketing,  and  John  R.  Finnegan,  vicepresident/editor. 

Also  announced  were  appointments  of  David  Hall  as  executive  editor  of 
both  newspapers,  succeeding  Finnegan,  and  Deborah  Howell  as  managing 
editor  of  the  Pioneer  Press,  succeeding  Hall. 


Newspeople 

(Continued  from  page  27) 


Darrow  Tully,  publisher  of  The  Ari¬ 
zona  RepublicIThe  Phoenix  Gazette,  is 
the  recipient  of  a  distinguished  service 
award  from  the  College  of  Public  Prog¬ 
rams  at  Arizona  State  University.  The 
award  recognizes  his  contributions  to 
Arizona’s  print  media  and  betterment  of 
the  Phoenix  metropolitan  area. 

♦  *  « 

Marvin  S.  Clements  Jr.,  circulation 
director  of  Jackson  Newspapers,  New 
Haven,  Conn.,  was  elected  a  vicepresi¬ 
dent  of  the  company.  Clements  has  work¬ 
ed  in  newspaper  circulation  since  1954, 
when  he  joined  the  Norfolk  (Va.)  Ledger- 
Star.  He  subsequently  held  various  cir¬ 
culation  post  with  the  Virginian-Pilot  and 
Ledger-Star  before  his  1974  appointment 
as  circulation  manager  of  the  latter  paper. 
His  initial  assignment  at  Jackson  News¬ 
papers  in  1978  was  circulation  manager  of 
the  Journal -Courier. 

^  * 

Pete  Vanderveer,  writer  of  weekly 
auto  racing  columns  for  the  New  Haven 
(Conn.)  Register  and  Nornich  (Conn.) 
Bulletin,  and  Hartford  (Conn.)  Sports 
Extra,  has  been  named  director  of  public 
relations  at  the  Stafford  Motor  Speed¬ 
way,  Stafford  Springs,  Connecticut. 


Louis  J.  Continelli,  formerly  maga¬ 
zine  sales  and  business  manager  for  the 
Buffalo  Courier-Express,  was  named 
manager  of  a  newly  formed  advertising 
service  department.  Succeeding  him  in 
magazine  sales  is  Denise  Holman,  who 
had  been  assistant  magazine  sales  and 
business  manager. 

In  other  new  assignments  at  the  news¬ 


paper,  Thomas  E.  Wagner  was  prom¬ 
oted  to  data  processing  director  from  data 
processing  manager. 

Promotions  in  the  marketing  depart¬ 
ment  include  Bruce  F.  Kl(x:.  to  market¬ 
ing  projects  manager  from  marketing  re¬ 
search  manager.  Eugene  Keller, 
marketing  research  assistant,  was  named 
to  Kloc's  former  post. 


World  Media  Conference 

IV  World  Media  Conference 


Last  October,  a  hundred  of  the  world's  top  commu¬ 
nication  scholars,  publishers,  editors,  producers  and 
anchormen  from  36  nations,  gathered  in  New  York 
once  again  to  take  up  the  most  challenging  problems 
of  global  communication.  These  are  authoritative 
spokesmen  representing  a  diversity  of  points  of  view 
from  around  the  world — introducing,  not  a  consensus, 
but  a  reasoned  dialogue  between  people  of  good  will. 

If  you  are  also  concerned  about  the  final  resolution 
of  these  and  related  questions,  you  will  find  interesting 
reading  in  the  493  pages  of  the  IV  World  Media 
Conference  proceedings. 


•Is  the  establishment  of  an  international  code  of  media  ethics  a 
possibility  or  a  pie  in  the  sky? 

•Has  the  media  coverage  of  El  Salvador  been  in  keeping  with 
the  highest  standards  of  journalism?  Has  the  media  been  a  factor 
in  the  destabilization  of  Central  America? 

•Given  that  one  man’s  “terrorist"  is  another  man’s  "freedom 
fighter,"  how  do  ideological  self-interests  and  semantic  manip¬ 
ulation  distort  truth  in  news  reporting?  Can  a  free  press  absorb 
the  damage  unharmed? 

•Is  foreign  manipulation  of  the  U  S.  media,  or  "disinformation"  as 
it  is  currently  termed,  a  real  disease  or  is  it  right-wing  hypochon¬ 
dria? 
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Send  $12  in  check  or  money  order  to: 

World  Media  Conference 
401  Fifth  Ave. 

New  York,NY  10016 


Name. 
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EQUIPMENT  NEWS  SECTION 

Edited  by  EARL  WILKEN 

University  of  Fiorida  starts 
eiectronic  newspaper  system 


The  University  of  Florida's  College  of 
Journalism  and  Communications  is  said 
to  be  the  first  school  of  journalism  in  the 
nation  to  purchase  and  install  an  electron¬ 
ic  newspaper  system. 

The  inauguration  of  “Gainesville  Cable 
Press”  is  scheduled  for  July  1 ,  1982,  over 
the  Cox  Cable  Communications  system. 

“The  University  of  Florida  administra¬ 
tion  has  given  us  the  resources  to  do  signi¬ 
ficant  research  in  a  wide  area  of  videotex 
technology,”  said  Ralph  L.  Lowenstein, 
Dean  of  the  College  of  Journalism  and 
Communications.  “We  hope  to  share 
with  the  newspaper,  broadcasting  and 
cable  industries,  as  well  as  educational 
institutions,  the  information  we  gather  in 
videotex  content  and  production.” 

The  electronic  newspaper  initially  will 
be  transmitted  via  Channel  8,  the  Cox 
cable  system’s  public  access  channel. 
The  newspaper  will  be  seen  approximate¬ 
ly  20  hours  a  day  when  the  channel  isn’t 
l^ing  used  for  local  origination.  It  will 
include  local,  state,  national  and  interna¬ 
tional  news,  community  notices,  con¬ 
sumer  information,  comparative  shop¬ 
ping  tips,  “flash  card”  educational  exer¬ 
cises,  public  service  announcements  and 
some  limited  advertising. 

The  four-channel  Texscan-MSI  equip¬ 


ment  has  graphics  capabilities,  in  addi¬ 
tion  to  a  “teleslide”  feature  that  will  en¬ 
able  the  college  to  present  full-color, 
35mm  slides,  with  or  without  superim¬ 
posed  text. 

The  College  of  Journalism  and  Com¬ 
munications  is  one  of  the  largest  in  the 
nation,  with  1,400  majors.  It  also  super¬ 
vises  four  professional  broadcasting  sta¬ 
tions.  The  college  has  a  faculty  and  staff 
of  125,  including  17  radio  and  television 
engineers  and  technicians. 

“This  is  a  culmination  of  six  years  of 
preparation,”  Dean  Lowenstein  said. 
“This  new  equipment  will  be  utilized  by 
our  faculty  and  students  in  journalism, 
broadcasting  and  advertising  for  both 
training  and  research.” 

The  college  offered  an  introductory 
course  in  “Videotex  Editing”  during  the 
1982  Spring  semester.  Student  response 
to  the  course  and  the  recently  established 
Electronic  Text  Center  has  been  most  en¬ 
couraging.  The  availability  of  “hands- 
on”  equipment  will  greatly  facilitate 
over-all  instruction  as  students  learn  to 
write,  edit,  create  graphics  and  develop 
creative  content  ideas  for  the  videotex 
medium. 

The  Electronic  Text  Center  was  estab¬ 
lished  in  September  1981  to  direct 


videotex  projects  and  coordinate  curricu¬ 
lum  development  for  the  college  in 
videotex.  The  center  will  also  conduct 
workshops  and  seminars  in  electronic 
publishing,  the  first  two  of  which  are 
scheduled  for  this  August.  Helen  Aller, 
who  has  editing,  reporting  and  teaching 
experience  in  Houston  and  Gainesville,  is 
director  of  the  center. 

The  college  has  also  been  exploring  the 
possibility  of  producing  a  one-way  or 
two-way  home  retrieval  videotex  system. 

CPU  members  ok 
Abitibi  contract; 
reject  ieaders 

The  final  contract  offer  by  Abitibi- 
Price  to  the  5,600  members  of  the  Cana- 
dain  Paperworkers  Union  (CPU),  in  the 
company’s  mills  in  Ontario,  Quebec  and 
Newfoundland,  was  accepted  May  27. 

Members  ignored  the  advice  of  their 
leaders  to  reject  the  two-year  contract 
that  calls  for  wage  increases  of  12%  in  the 
first  year  and  10%  in  the  second.  CPU 
leadership  has  not  released  the  details  of 
the  vote  but  did  say  a  majority  of  19  locals 
at  1 1  Abitibi  mills  had  accepted  the  last 
contract  offer.  Abitibi-Price  is  94%  own¬ 
ed  by  Olympia  &  York  Developments 
Ltd.,  of  Toronto,  Canada. 

The  CPU’s  chief  negotiator,  Donald 
Holder,  said  it  was  a  “bitter  settlement” 
and  was  ratified  because  “our  people  are 
aware  of  the  times.”  He  went  on  to  say 
the  members  were  “probably  frightened 
of  a  1975  repeat.”  In  1975  the  paper- 
workers  in  eastern  Canada  struck  for 
seven  months. 

Robert  Gimlin,  Abitibi’s  president  and 
chief  executive  officer,  said  he  was  re¬ 
lieved  that  a  strike  had  been  averted  and 
“grateful”  to  all  employees  who  had 
approved  the  contract. 

The  CPU  selected  Abitibi  earlier  as  a 
strike  target  since  the  company  usually 
sets  a  pattern  for  the  rest  of  the  eastern 
Canadian  forest  product  industry.  Abitibi 
has  14,500  other  workers  that  are  CPU 
members.  Additional  CPU  membership 
in  eastern  Canada  stands  at  32,000. 

Holder  said  the  CPU  was  planning  to 
start  talks  with  other  newsprint  produc¬ 
ers  and  that  the  CPU  would  still  be  seek¬ 
ing  the  same  settlement  that  union  mem¬ 
bers  got  in  western  Canada  last  year. 

Western  Canadian  paperworkers 
signed  a  two-year  contract  in  the  summer 
of  last  year  after  a  five-week  strike,  and 
won  annual  wage  increases  of  15%  and 
13%  respectively. 

At  the  end  of  April,  newsprint  inven¬ 
tories  of  U.S.  papers  was  1,632,000  tons 
(metric),  or  a  58-day  total  supply. 

Eastern  Canadian  mills  said  earlier  this 
year  that  scheduled  closings  due  to  rising 
inventories  and  weak  markets  was  a 
strong  possibility. 
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UNIVERSITY  OF  FLORIDA  inaugurates  "Gainesville  Cable  Press."  Color 
slides,  graphics  and  text  will  comprise  the  College  of  Journalism  &  Com¬ 
munication's  electronic  newspaper.  From  left  to  right  are:  Leslie  Steinman, 
graphics  assistant  of  the  Electronic  Text  Center;  Helen  Aller,  director  of  the 
Electronic  Text  Center  and  Ralph  L.  Lowenstein,  dean  of  the  College  of 
Journalism  and  Communications. 
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TOMORROW’S  TECHNOLOGY 
IS  TODAY’S  NEWS. 

SYSTEM/55 


COVDTEtg 


Introducing  the  State-of-the-Art 
Multiprocessor  Publishing 
System. 

To  meet  today’s  needs,  a  publishing 
system  must  be  100%  reliable,  flexible 
and  expandable.  System/55  meets 
these  demands. 

By  utilizing  fault-tolerzfnt  Tandem  Non- 
Stop®  computers.  System  55  provides 
the  utmost  reliability. 

Our  new  Coyote  VDT  and  user-directed 
software  package  are  synonymous  with 
the  word  flexibility.  The  Coyote  is 
ergonomically  designed  and  meets 
NIOSH  recommendations.  Our  software 
simplifies  complex  capabilities  into  a 
neat,  comfortable  system  for  reporters, 
editors  and  ad-visors.  And  it  allows 
authorized  staff  members  to  customize 
forms,  headers,  lists  and  reports. 


Expansion  of  System  55  is  simple.  Its 
modular  design  accommodates  growth 
from  two  processors  to  sixteen.  And 
System,  55  can  support  up  to  255  fully- 
integrated,  on-line  bureaus  . . .  across 
town  or  across  the  country. 

But  best  of  all,  you  don’t  have  to  wait 
any  longer  for  tomorrow’s  technology. 
System  55  is  making  news  today. 

System  Integrators,  Inc. 


Headquarters  Sacramento,  CA 
916  929-9481 

Eastern  Division  Manchester,  NH 
603  669-4110 


RIG  cable  goes  online  in  Phoenix 
using  Sll  classified  interface 


R/G  Cable,  the  newest  division  of  Ari¬ 
zona  Republic/ Phoenix  Gazette,  went 
“online”  and  into  thousands  of  Phoenix, 
Ariz.,  area  homes  Wednesday,  May  12, 
with  the  first  of  three  channels  it  even¬ 
tually  will  offer. 

“^G  Vision  Classified  is  our  first 
channel  of  cable  television  programming 
in  text  form,”  said  Joe  Cole,  general  man¬ 
ager  of  R/G  Cable. 

Cole  said  the  start-up  makes  the  Re¬ 
public/Gazette  one  of  the  largest  and 
among  the  first  newspaper  organizations 
to  enter  the  world  of  electronic  delivery 
of  news  and  advertising  information. 

The  Republic/Gazette  is  the  first  major 
newspaper  to  interface  its  classified  type¬ 
setting  system  to  its  cable  character 
generator  system.  The  interface  is 
between  System  Integrators  Inc.’s  Tan¬ 
dem-based  System  55  and  Computer 
Video  Systems’  microcomputer-based 
character  generator  system.  The  Com- 
puvid  system  is  based  on  an  Altos  pro¬ 
cessor  with  a  10-megabyte  disk  drive  that 
will  contain  up  to  20,000  screensful  of 
text.  The  interface  was  developed  by 
Compuvid  for  R/G  Cable. 

As  a  limited  introductory  offer,  R/G 
Cable  will  run  all  “3-4-6”  classifieds  that 
appear  in  the  Republic/Gazette  free  of 
charge.  Classified  3-4-6  ads  are  those 
which  provide  three  days  of  four  line  clas¬ 
sifieds  for  a  charge  of  $6  plus  tax.  The  ads 
will  be  shown  for  20  seconds  per  “page” 
(a  television  screen  of  copy — seven  lines 
of  32  characters  each  maximum  and  are 
guaranteed  to  be  broadcast  at  least  four 


times  a  day). 

“Initially,”  Cole  said,  “R/G  Vision 
will  be  limited  to  Storer  Cable  Com¬ 
munications  subscribers  in  the  Phoenix 
suburbs  of  Ahwatukee,  Mesa,  Sun  City, 
Litchfield  Park,  and  Peoria.” 

Eventually,  R/G  Cable  will  be  available 
to  other  cable  programmers  throughout 
the  Phoenix  metropolitan  area. 

In  30  days,  Republic/Gazette  advertis¬ 
ing  customers  will  have  the  option  of 
running  classified  ads  on  the  classified 
channel  for  an  additional  charge  of  80 
cents  per  page.  Within  two  months,  the 
service  will  be  available  to  contract  cus¬ 
tomers — real  estate  agencies,  auto¬ 
mobile-sales  companies,  and  others.  Cole 
said. 

As  a  community  service,  certain 
categories  of  newspaper  classifieds — 
Lost  and  Found,  Meeting  Notices,  and 
Situations  Wanted — will  be  carried  on 
R/G  Vision  without  charge. 

Cole  said  he  sees  R/G  Cable  as  a  natural 
extension  of  the  newspapers,  providing 
advertising  space,  news  coverage,  and 
public-service  programming. 

“As  the  other  two  channels  are  put 
online  later  this  year,  we  will  begin  to 
reach  our  goal  of  providing  a  full  range  of 
informational  services  to  the  public,” 
Cole  said.  “The  second  channel,  which 
will  be  called  R/G  Vision  News,  is  sched¬ 
uled  to  go  into  service  in  the  next  60  to  90 
days,  providing  updated  world  news  but 
having  special  emphasis  on  stories  of 
local  interest.” 

Cole  said  the  news  channel  will  refer 


IVG-VISIQN  OASSIFIED 

FRZ  MM*  mm  a0:07:<( 


UANT  ms  UORKI 

♦ 

,  THE  ARIZONA  REPUBLIC 
THE  PHOENIX  GAZETTE 


CALL. 


25G-91 1 1 


TV  screen  shows  R/G  Vision  advertisement  for  classified. 
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regularly  to  the  Republic/Gazette  for  the 
full  story  since  the  channel  will  report 
news  only  briefly. 

R/G  Cable’s  third  channel  will  not  go 
online  until  late  1982  or  early  1983.  “The 
exact  use  and  content  of  the  third  channel 
is  still  in  the  planning  stages,”  Cole  said. 

All  three  channels  are  advertising- 
supported  so  there  is  no  extra  charge  to 
cable  subscribers.  Storer  offers  R/G 
Vision  as  part  of  its  basic  package  of  pro¬ 
gramming. 

According  to  Cole,  who  joined  the 
Republic  in  1961  as  a  general  assignment 
reporter  and  rose  to  assistant  managing 
editor  of  the  paper  in  1979,  the  move  by 
newspapers  into  cable  tv  will  strengthen 
their  revenue  bases  and  more.  It  also  will 
produce  a  better  news  product  for  the 
papers  with  larger  operating  budgets  and 
news  staffs. 

“The  end  result  will  be  a  better  news 
product  for  tv  viewers  as  well  as  news¬ 
paper  readers,”  Cole  said. 

One-Step  concentrate 
works  on  web  units 

A  fountain  solution  that  works  with  any 
water  condition,  any  metal  plate,  any 
dampening  system  on  web  or  sheet  fed 
presses  has  been  announced  by  Ryco- 
Line  Products,  Inc.,  Chicago. 

Ultra  is  a  one-step  concentrate  that 
works  with  all  brush,  spray,  bareback, 
and  conventional  dampening  systems. 
The  benefits  of  using  this  solution  are  said 
to  be  faster  cleanup,  reduced  paper 
waste,  sharper  half-tones,  more  color 
density,  and  saves  ink  due  to  use  of  less 
water.  Ultra’s  formulation  helps  maintain 
constant  pH  balance  and  eliminates  the 
need  for  precise  pH  measurement  while 
running.  It  is  non-flammable  and 
biodegradable.  It  comes  in  55, 30, 5  and  1 
gallon  containers. 

News-Plater  sold 

Lawton  Publishing  Company,  Lawton, 
Oklahoma,  has  installed  a  Chemco  News- 
Plater.  The  News-Plater  produces  offset 
plates  directly  from  paste-up  copy.  The 
filmless  system  has  a  100-plate  load 
capacity  and  can  make  two  press-ready 
18x24”  pre-punched  aluminum  plates  per 
minute. 

Crofton  names  Hays 
vicepresident 

Phil  G.  Hays,  II,  regional  manager  of 
Crofton  Paper  Company,  Inc.,  has  been 
named  a  vicepresident  of  the  company. 

Hays  will  still  be  located  in  Pasadena, 
California,  and  will  be  responsible  for 
newsprint  sales  in  southern  California, 
Arizona,  New  Mexico  and  part  of 
Nevada. 

Hays  was  formerly  publisher  of  the 
Davis  Enterprise  until  joining  Crofton 
Paper  Company  in  October,  1979. 
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Goss  Headliner  press  slated 
for  installation 


The  Gainesville  (Fla.)  Sun  has  ordered 
a  five-unit  Goss  Headliner  Offset  press 
from  the  Graphic  Systems  Division  of 
Rockwell  International. 

The  Gainesville  Sun  will  be  the  first 
newspaper  to  install  the  recently  intro¬ 
duced  Goss  double  width  press.  Ship¬ 
ment  is  scheduled  for  late  1983.  The  Sun 
is  currently  printing  on  an  eight-unit  Goss 
Urbanite  press. 

Publisher  William  G.  Ebersole  cited 
the  increased  production  capacity, 
speed,  and  color  capability  of  the  Head¬ 
liner  Offset  as  primary  reasons  for  the 
purchase.  “We  serve  a  progressive  and 
growing  12  county  market  here  in  north- 
central  Florida.  Our  market's  growth  has 
meant  a  6  to  8  percent  yearly  circulation 
increase  for  us.  We’re  fast  approaching 
the  limit  of  our  production  capacity  with 
the  single  width  Urbanite  press. 

“We  also  compete  in  a  very  colorful 
Florida  newspaper  market.  Our  current 
full  color  positions  are  limited  to  40 
pages.  With  the  Headliner  Offset  we  will 
be  able  to  offer  almost  unlimited  spot  col¬ 
or,  and  full  color  on  64  page  runs.  We’ll  be 
in  a  stronger  competitive  position  with 
more  color  on  the  new  press.” 

The  press  order  consists  of  five  units, 
three  color  half  decks  and  a  double  2:1 
Regent  variable  web  width  folder  with  56 


cm  cutoff  (22.08  inches). 

Ebersole  noted  that  in  selecting  the 
new  press,  an  important  consideration 
was  for  equipment  that  would  assure 
good  print  quality  and  ample  production 
speed.  “Quite  frankly,”  he  stated,  “the 
Metroliner  is  more  press  than  we  need.  At 
60,000  pages  per  hour,  the  Headliner 
Offset  will  meet  our  requirements.  It’s  a 
‘substantial’  press  that  will  give  us  good 
initial  payback.  And  its  one  that  we  can 
add  to  as  our  production  needs  increase.” 

The  press  will  be  substructure  mounted 
in  a  new  70,000  square-foot  facility  cur¬ 
rently  being  designed  for  the  Gainesville 
Sun  by  Charles  T.  Main,  Inc.  The  two- 
story  building  will  also  be  outfitted  with 
new  front-end  systems  and  mailroom 
equipment. 

The  Gainesville  Sun  is  a  member  of  The 
New  York  Times  Company  Regional 
Newspaper  group. 

Its  morning  circulation  is  currently 
46,0(X)  with  47,000  circulation  on  Sunday. 
Pagination  averages  45  daily  with  M 
pages  in  the  Sunday  edition. 

Along  with  a  wide  range  of  monthly 
special  interest  tabloid  sections,  the 
Gainesville  Sun  also  publishes  weekly  a 
full  color  television  magazine  and  an  en¬ 
tertainment  magazine. 


INFOSAT  designed  as  continuous 
online  computer/satellite  network 


American  Satellite  Company  and  Tan¬ 
dem  Computers,  Inc.,  announced  recent¬ 
ly  that  they  will  jointly  develop,  market 
and  implement  the  world’s  first  computer 
network  with  fully-integrated  satellite 
transmission  capabilities. 

Designated  INFOSAT,  the  joint  offer¬ 
ing  is  said  to  be  the  only  fault-tolerant 
computer/satellite  communications  net¬ 
work  available  today  for  continuous 
online  transaction  processing  and 
information  systems  management. 

Infosat  is  a  combination  of  American 
Satellite’s  expertise  in  satellite  com¬ 
munications  and  Tandem  Computers’ 
fault-tolerant  nonstop  system  architec¬ 
ture  which  virtually  eliminates  the  risk  of 
system  failure.  Over  long  distances, 
Infosat  can  transmit  greater  volumes  of 
data  to  user  locations  faster,  more  eco¬ 
nomically,  and  with  greater  accuracy 
than  leased  telephone  lines. 

According  to  Lee  M.  Paschall,  presi¬ 
dent  of  American  Satellite,  “While  leased 
lines  may  be  preferable  for  interactive  ap¬ 
plications  over  short  distances,  the  sat¬ 
ellite  is  an  innovative  alternative  for  high- 
volume  data  over  long  distances.  Sat- 
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ellites  completely  circumvent  the  pro¬ 
blems  associated  with  long-distance 
leased  lines  that  may  have  20  or  more 
relay  points,  each  with  a  potential  point  of 
failure. 

To  provide  highly-reliable  data 
transmission  between  Infosat  users,  low- 
cost  American  Satellite  earth  stations  lo¬ 
cated  at  user  sites  will  transmit  and 
receive  data  over  dual  56  Kbps  transmis¬ 
sion  paths.  Both  paths  will  be  used  during 
transmission  for  an  aggregate  rate  of  1 12 
Kbps.  If  one  path  fails,  traffic  is  auto¬ 
matically  switched  through  the  remaining 
path  with  no  loss  of  data. 

Under  the  joint  agreement,  American 
Satellite  will  provide  satellite  capacity 
and  earth  stations,  and  will  design  end-to- 
end  communications  networks  to 
interconnect  Tandem  systems.  American 
Satellite  will  also  install  the  earth  stations 
and  provide  communications  network 
management. 

Tandem  will  provide  controllers,  radio 
frequency  modems  and  computer/ 
satellite  communication  interface  mod¬ 
ules.  The  firm  will  design,  configure  and 
install  the  nonstop  system  networks. 


Slip  resistant  material 
designed  for  ladders 

A  ladder  rung — covered  with  Algrip,  a 
rolled  steel  safety  flooring  classified  as 
slip  resistant  by  Underwriters  Laborator¬ 
ies — has  been  developed  by  Safe  Walk, 
Inc.  of  Leola,  Pa. 

The  Rugged  Round  Rungs  are  designed 
to  address  one  of  industry’s  worst  footing 
hazards — the  nearly  vertical,  often 
smooth  metal  surfaces  on  ladders. 

The  product  consists  of  a  solid  round 
steel  rung,  with  a  half-diameter  arc  of '/« 
inch  Algrip  welded  onto  the  contact  por¬ 
tion  of  the  ladder  rung.  Installation  is  sim¬ 
ple:  the  rung  is  inserted  into  the  round 
holes  in  the  side  railing,  the  abrasive  sur¬ 
face  is  centered  between  the  two  rails, 
and  the  ends  are  plug-welded. 

The  rung,  available  in  V*  inch  and  one 
inch  diameters,  meets  all  OSHA  safety 
standards  and  can  be  welded,  fabricated, 
painted  or  galvanized  without  losing  its 
abrasive  qualities.  Other  sizes  and 
lengths  are  available  on  request.  The  rung 
is  available  in  metalized  surfaces,  to  re¬ 
sist  corrosive  atmospheres. 

Algrip  is  a  steel  plate  that  has  aluminum 
oxide  granules  permanently  embedded 
by  hot-rolling.  The  company  also  makes 
retrofit  ladder  rungs  and  new  and  retrofit 
stair  treads,  in  addition  to  the  Algrip 
flooring. 


Tandem  will  also  provide  complete  main¬ 
tenance  services  for  Infosat  facilities. 

Tandem  Computers,  Inc.  was  founded 
in  1974  to  provide  specific  solutions  to  a 
company’s  information  processing 
needs.  Tandem  designs,  develops,  man¬ 
ufactures,  markets  and  supports  a  com¬ 
puter  system  is  also  the  only  computer 
that  can  be  expanded  into  a  distributed 
data  processing  network  of  up  to  255 
geographically-dispersed  systems — 
without  hardware  or  software  con¬ 
versions  using  EXPAND  networking 
software. 

American  Satellite  Company  was 
established  in  1972  and  is  jointly  owned 
by  Continental  Telephone  and  Fairchild 
Industries.  Nearly  300  customers  receive 
satellite  communications  services  via  a 
network  of  more  than  1 00  earth  stations  in 
service  or  under  construction  throughout 
the  United  States. 

American  Satellite  has  an  ownership 
position  in  the  WESTAR  satellite  system, 
and  has  an  application  pending  with  the 
FCC  for  authorization  to  construct  three 
of  its  own  satellites. 

As  early  as  1974,  American  Satellite 
provided  the  first  commercial  computer- 
to-computer  data  transmission  via  sat¬ 
ellite  to  meet  customer  requirements  for 
point-to-point  data  communications. 
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Syndicates 

By  Lenora  Williamson 

Five  artists  contribute  to  graphics  service 


Five  artists  contributing  to  the  weekly 
package  of  Graphic  Impressions  from 
Field  Newspaper  Syndicate  offer  a 
kaleidoscope  of  styles  and  experience. 

Tom  Armstrong,  who  is  the  drawing 
half  of  the  “John  Darling”  comic  strip  for 
Field,  puts  his  caricaturing  talent  to  work 
as  one  of  the  Graphic  Impressions  artists. 
His  cartooning  background  is  evidenced 
in  the  bold  style  and  precise  quality  of  line 
that  are  his  trademark.  He  is  also  an  illus- 
trator  for  an  Indiana  ad  agency  and  has 
done  animated  cartoons,  multi-media 
slide  presentations,  animated  television 
spots  and  print  ads.  He  lives  in  New¬ 
burgh,  Illinois. 

Kent  Barton,  staff  artist  for  the  Miami 
Herald,  is  on  the  Graphic  Impressions 
team.  His  work  is  bold  and  strong  in  imag¬ 
ery,  with  an  emphasis  on  the  importance 
of  human  dignity.  During  the  early  60s,  he 
was  art  director  for  Ave  Maria  magazine 
at  Notre  Dame  and  later  was  art  director 
for  Newsweek  magazine's  special  pro¬ 
jects  division.  Barton  turns  his  back  on 


the  great  view  of  Biscayne  Bay  beyond 
his  office  window  at  the  Herald.  He  finds 
the  view  distracts  him  too  much.  And 
away  from  the  drawing  board.  Barton  is 
an  avid  camper  and  photographer.  His 
home  is  at  Pembroke  Lakes,  Florida. 

“Master  Caricaturist”  Sam  Berman  re¬ 
tired  in  1971  and  moved  to  Spain  with  his 
wife.  Enjoying  a  lifestyle  free  of  deadline 
pressure,  he  continues  to  turn  out  sketch¬ 
books  of  political  cartoons  and  carica¬ 
tures. 

Berman’s  career  began  at  his  home¬ 
town  newspaper,  the  Hartford  Courant, 
while  still  in  high  school  and  then  moved 
to  staff  cartoonist  for  the  Newark  Star 
Eagle  at  $10  a  week.  There  a  portrait  of 
Broadway  star  Rudy  Vallee  launched  him 
into  commissions  for  theatre  magazines 
and  reviews  and  film  posters.  His  subse¬ 
quent  career  included  sculptures  for 
agencies,  caricatures  for  Mark  Hellin- 
ger’s  syndicated  column,  and  political 
cartoons.  During  World  War  II  he  was 
with  the  Graphics  Unit  of  the  OSS. 


and  was  responsible  for  introducing  chil¬ 
dren’s  comics  to  its  pages  for  the  first 
time.  While  studying  art  in  the  United 
States,  Abo-Saif  continued  to  send  comic 
strips  to  A1  Akhbar  for  more  than  five 
years. 

Abo-Saif  s  style  is  the  least  literal  of  the 
five  artists  amd  is  characterized  by  an 
abstract  flair  that  has  roots  in  his  Egyp¬ 
tian  heritage. 

Free-lancer  Nancy  Ohanian  often  deals 
with  the  subjects  of  education  and  the 
economy  in  her  drawings.  A  native  of 
Milwaukee,  she  holds  a  master’s  from 
Pratt  Institute  in  New  York.  Right  out  of 
school  she  taught  at  Pacific  Lutheran 
University  in  Tacoma  and  was  the  uni¬ 
versity’s  graphics  coordinator.  After  a 
year  she  returned  to  New  York  and  free¬ 
lanced  and  then  joined  the  staff  of  the 
Miami  Herald  and  free-lanced  for  its  com¬ 
petitor,  the  Miami  News. 

Ohanian  took  up  teaching  again,  this 
time  at  California  State  University, 
Northridge,  again  free-lancing  on  the 


In  today’s  tough  economy,  everyone  buying, 
selling  or  owning  real  estate  needs 
THE  HOUSING  SCENE.  In  his  weekly  column, 
LEW  SICHELMAN  speaks  directly  to  consumers 
and  makes  the  sophisticated  world  of 
amortization,  financing  and  mortgages  easy 
to  understand  by  using  real-life  situations. 

Give  your  readers  a  weekly 
real  estate  column  they  can  use. 

Give  them  THE  HOUSING  SCENE,  currently 
appearing  in  more  than  100  newspapers 
including:  Chicago  Tribune, 


The  Miami  Herald,  San  Francisco  Examiner, 
Los  Angeles  Herald  Examiner, 

Denver  Rocky  Mountain  News, 

The  Houston  Post  and  Cleveland  Press. 


For  rates  and  availability 
call  Jacquelyn  Parsons  toll  free 
at  1-800-221-4816. 


ft  UNITED  FEATURE  SYNDICATE 

P  200  Park  Avenue  .  New  York,  N  Y.  10166 
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side.  Her  work  began  appearing  in  the 
Los  Angeles  Times .  Eventually,  her  free¬ 
lance  sch^ule  took  full  time. 

The  word  “impressions”  in  the  title  is 
apt — the  graphics  are  eyecatchers  that 
leave  a  greater  visual  impression  on  the 
reader.  Ken  Reiley,  Field  Newspaper 
Syndicate's  sales  manager,  points  out, 
“Graphic  Impressions  provides  the  ele¬ 
ment  needed  to  direct  the  reader’s  eye  to 
the  article  it  enhances,  a  factor  so  impor¬ 
tant  in  the  newspaper’s  ongoing  competi- 
ton  with  the  animation  of  television.” 

4c  * 

Spinella,  Yanez,  McGuire  &  Matsuura 
(SYMMs)  Communications  of  Long 
Beach,  California,  has  formed  a  syndica¬ 
tion  division  which  will  develop  new  fea¬ 
tures  for  daily  and  weekly  newspapers. 

The  first  is  “Romance  Books  in  Re- 


GARFIELD  GIFT — Jim  Davis,  creator 
of  the  comic  strip  cat  "Garfield"  for 
United  Feature  Syndicate,  presented  a 
$500  check  to  the  executive  vicepresident 
of  the  Gulf  Coast  Humane  Society,  Doris 
Danieluk.  The  presentation  was  part  of  a 
celebration  to  honor  the  Corpus  Christi 
Caller-Times  becoming  the  one- 
thousandth  client  newspaper  for  the  strip. 
From  left  are;  Danieluk,  Cissie  Sweeney, 
president  of  the  society;  Chola  French, 
vicepresident;  Jim  and  Carolyn  Davis. 

view”,  a  weekly  four-part  feature  con¬ 
centrating  on  the  American  love  affair 
with  Gothic  novels. 

The  syndicated  column  includes  three 
short  book  reviews  of  newly  released  Ro¬ 
mance  novels,  a  Top  10  listing  of  current 
titles,  “This  Week’s  Pick”;  and  a  500  to 
750-word  interview  with  a  publisher,  au¬ 


S' 

1 
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thor  or  other  Romance  genre  personality. 

Art  Spinella.  president  of  the  syndica¬ 
tion  division,  says,  “We  are  constantly 
looking  for  unique  features  which  will 
appeal  to  medium-sized  daily  and  weekly 
newspapers.  We  welcome  any  sugges¬ 
tions  from  individuals  or  newspaper  edi¬ 
tors  or  publishers.” 


IS  COMING  TO 
NEWSPAPERS!! 


This  new  newspaper  column  by  Richard 
Simmons,  whose  best  seller  was  on  the 
N.Y.  TIMES  list  for  55-weeks  and  whose  TV 
show  appears  in  200  rrKirkets,  will 
discuss: 

•  EXERCISE  •  DIET  •  NUTRITION 
•  HEALTH  •RECIPES 

(Three  times  a  week) 


For  samples  and  rates  contact. 


UNIVERSAL 


EDITOR  &  PUBLISHER  for  June  5,  1982 


SVNDICATE 

4400  Johnson  Dr.,  Fairway,  Kan.  66205 
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SNA  creates  award 
to  honor  Lesher 

Dean  S.  Lesher,  chairman  of  the  board, 
publisher  and  founder  of  East  Bay  News¬ 
papers,  Inc.,  Walnut  Creek,  Calif.,  has 
been  named  the  first  recipient  of  Sub¬ 
urban  Newspapers  of  America’s  Dean  S. 
Lesher  Award. 

The  new  award  was  established  in 
Lesher’s  name  by  SNA’s  board  of 
directors  to  recognize  and  honor 
individuals  for  outstanding  service  and 
significant  contributions  to  the  advance¬ 
ment  of  the  suburban  newspaper 
industry. 

Lesher  was  presented  the  award  during 
the  association’s  1982  annual  convention 
in  Philadelphia,  May  25-28. 

“As  a  publisher  he  has,  by  his  actions, 
shown  how  to  develop  a  top  quality  sub¬ 
urban  newspaper  company.  The  ideals 
that  his  newspapers’  exhibit  have  set 
standards  for  the  industry,’’  said  Charles 
1.  Wrubel,  SNA’s  1982-83  president. 

Lesher,  79,  continues  to  be  active  in 
the  day-to-day  operations  of  the  East  Bay 
newspaper  group  and  three  smaller 
publishing  entities  that  publish  six  daily, 
one  multi-weekly  and  1 1  weekly  news¬ 
papers  in  suburban  San  Francisco- 
Oakland  and  the  San  Joaquin  Valley.  The 
group’s  flagship  is  the  Contra  Costa 
Times,  an  1 11,252  circulation  daily. 

Sale  completed 

Gannett  Co.,  Inc.,  announced  comple¬ 
tion  of  its  acquisition  of  three  daily,  two 
Sunday  and  six  weekly  newspapers. 
They  include  the  morning  Jackson 
Clarion-Ledger,  the  afternoon  Jackson 
Daily  News  and  the  afternoon  Hatties¬ 
burg  American.  The  weekly  newspapers 
included  in  the  transaction  are  the  Madi¬ 
son  County  Herald,  Clinton  News,  the 
Ocean  Springs  Record,  the  Lumberton 
Headhlock,  the  Gautier  Independent  and 
the  Pearl  Press  Chronicle. 


SNA  meeting 

(Continued  from  page  25) 


“Do  not  get  into  cable  just  to  get  into  it. 
Don’t  start  out  on  a  questionable  service 
if  you  can’t  carry  it  for  three  years  with¬ 
out  profits,’’  she  said. 

Riley  stated  the  “more  you  invest’’  in  a 
cable  venture,  the  longer  the  terms  of  the 
lease  should  be.  “Don’t  get  hung  up  on 
what  to  call  it — Joint  venture  or  lease — 
get  terms  that  are  mutually  satisfying.” 

Riley  said  cable  and  newspapers  were 
“complementary  businesses.  You  can 
help  cable  operators  with  problems.  You 
bring  in  credibility,  subscribers,  cash 
flow  through  ads.” 

Focus  promotion 

Retta  Kelly,  advertising  director  of 
Dayton  Newspapers,  said  promotion 
“must  be  focused”  to  be  effective. 

“Know  what  you  stand  for  and  how 
you  want  to  be  perceived,”  she  said. 
“Create  desire,  a  sense  of  urgency.” 

Kelly  is  former  promotion  director  of 
the  Longview  (Tex.)  Daily  News. 

She  said  promotion  campaigns  needed 
“to  offset  some  of  that  negativism  which 
because  we’re  newspapers  we  have  to 
do.” 

Kelly  told  SNA  members  to  become 
involved  in  Newspaper  in  Education  pro¬ 
grams  which  they  can  do  “just  as  well  as  a 
big  paper  can.” 

She  offered  to  send  SNA  members 
materials  on  how  to  sell  advertising  dis¬ 
tributed  by  the  Newspaper  Advertising 
Bureau  to  its  membership. 

Public  figure  law  inconsistent 

The  public  figure  concept  in  libel 
established  by  Sullivan  v.  New  York 
Times  has  been  “a  failure  as  a  doctrine  of 
law,”  Bruce  Sanford,  a  leading  libel 
attorney,  told  the  SNA  convention  in  Phi¬ 
ladelphia. 

Sanford,  who  represents  Scripps- 
Howard  Newspapers,  is  a  partner  with 
Baker  and  Hostetler  in  Washington. 

The  1964  Supreme  Court  decision  has 
“not  generated  consistent  rulings  as  to 
who  is  a  public  figure,”  Sanford  said. 
“What  the  public  figure  doctrine  needs  is 
some  breathing  space.” 

Sanford  said  public  figure  doctrine 
“ought  to  be  defined  expansively,”  but 
that  the  Supreme  Court  has  chosen  to 
“restrict  it,  crimp  it.  The  Court  makes 
reliance  on  that  doctrine  increasingly  pre¬ 
carious.” 

Sanford  said  the  press  can  win  libel 
suits  if  they  are  “defended  creatively  and 
not  timidly.” 

He  said  libel  insurance  gives  publishers 
the  “opportunity  to  defend  suits  aggres¬ 
sively.  Never  embark  on  a  policy  of  sett¬ 
ling  libel  cases  cheaply.  It  is  a  short  sight¬ 
ed  policy.” 

Be  wary  of  guidelines 

Art  Sackler,  general  counsel  for  NNA, 


said  newspapers  need  to  take  a  “second 
look”  at  voluntary  press-bar  guidelines 
following  the  decision  in  Federated 
Publishing  v.  Swedberg. 

The  Supreme  Court  decided  not  review 
the  case  in  which  a  judge  in  Washington 
State  made  adherence  to  the  supposedly 
voluntary  guidelines  mandatory  for 
covering  a  pre-trial  hearing. 

Sackler  said  although  the  rewrite  of  the 
Freedom  of  Information  Act  “keeps  the 
essence”  of  the  original,  it  remains  “not 
acceptable.” 

He  said  it  “may  be  too  late”  to  get  the 
Fol  bill  through  Congress  this  year. 

‘  ‘  Keep  your  eye  on  the  Senate  for  a  possi¬ 
ble  rider  on  a  money  bill.” 

Sackler  said  the  conference  report  on 
the  agents  identities  protection  bill  made 
“significant  advance”  in  language  from  a 
news  organization’s  point  of  view. 

He  said  Congress  is  considering  a  bill 
which  would  provide  for  an  extended 
payout  of  estate  taxes  and  exempt  money 
set  aside  for  the  payment  of  estate  taxes 
from  the  accumulated  earnings  penalty 
tax. 

SNA  elects  directors, 
officers  for  1982-83 

Charles  1.  Wrubel,  president/publisher 
of  Shopper  Newspapers,  Inc.,  Fair 
Lawn,  N.J.,  was  elected  president  of 
Suburban  Newspapers  of  America  at  the 
association’s  annual  meeting,  held  May 
27  during  SNA’s  annual  convention  in 
Philadelphia,  Pa. 

Wrubel,  publishes  four  newspapers  in 
northern  New  Jersey  with  a  total  com¬ 
bined  circulation  of  71,000. 

David  C.  Simonson,  president/ 
publisher.  Pioneer  Press,  Inc.,  Wilmette, 
III.,  was  elected  first  vicepresident; 
Joseph  L.  FerstI,  vicepresident  and 
general  manager  of  Lerner  Newspapers, 
Chicago,  III,  was  elected  second  vicepres¬ 
ident;  Richard  D.  Aginian,  president. 
Suburban  Communications  Corp.,  Livo¬ 
nia,  Mich.,  was  elected  treasurer;  and 
William  Canino,  publisher  and  vicepresi¬ 
dent,  Sentinel  Publishing  Co.,  East 
Brunswick,  N.J.,  was  elected  secretary. 
These  officers  will  serve  a  one-year  term. 

Duluth  dailies  merge 

Duluth  Herald,  a  99-year-old  afternoon 
newspaper,  will  cease  publication  July  30 
and  will  merge  with  the  Duluth  News- 
Tribune  on  August  2. 

The  combined  newspaper,  to  be  called 
the  News-Tribune  &  Herald,  will  publish 
in  the  morning. 

John  McMillion,  the  publisher  of  the 
Herald  and  the  News-Tribune,  told  em¬ 
ployees  that  20  to  25  people  would  either 
be  laid  off  or  take  early  retirement. 

The  Herald  and  the  News-Tribune  are 
owned  by  Knight-Ridder  Newspapers 
Inc.,  but  operate  separately. 
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Shop  Talk 

(Continued  from  page  44) 


Grimsiey  does  not  see  a  move  back  to 
the  “hero  worship”  days.  “Athletes  have 
their  hands  in  too  many  facets  of  life 
today,”  he  said.  “Jack  Nicklaus,  for 
example,  plays  golf,  owns  golf  courses, 
designs  them,  endorses  products.”  It’s 
impossible  to  cover  him  as  simply  an 
athlete,  he  said. 

Buddy  Martin,  who  recently  left  the 
New  York  News  to  become  managing  edi¬ 
tor/sports  for  the  Denver  Post,  said  it  is 
not  fair  to  label  the  old-time  sportwriters 
“hero  worshippers,”  because  they  had 
no  choice. 

“It’s  unfair  to  condemn  them.  There 
were  some  damn  good  newspapermen 
then,  but  they  had  to  face  these  people 
everyday.  They  traveled  with  the  team 
often  by  train,  lived  with  them,  ate  with 
them  and  drank  with  them.” 

While  stating  that  a  “healthy  skepti¬ 
cism”  is  needed  by  sportswriters  today, 
Martin  said  it  is  not  bad  to  have  readers 
perceive  athletes  as  heroes.  “Heroes 
make  sports  what  it  is.  If  you  deprive  the 
reader  of  that  totally,  you  spoil  the  joy  of 
the  game.  That’s  what  sports  are — 
games.  They  should  be  fun.  We  some¬ 
times  have  a  propensity  for  taking  the  joy 
out  of  it  for  our  readers.  It’s  not  as 
important  as  the  Falklands  crisis.” 

At  the  same  time,  Martin  believes 
sports  editors  should  be  looking  for  “new 
approaches”  to  “liven  up”  the  sports 
pages.  “That  doesn’t  mean  we  have  to 
snoop  on  athletes.” 

“Sportswriting  today  has  gotten  more 
complicated,”  he  said.  “1  don’t  think  to¬ 
day's  reader  wants  just  a  box  score.  To¬ 
day’s  sportswriter  must  be  knowledge¬ 
able  in  labor  contracts  and  free  agency 
which  is  a  big  part  of  the  game.” 

Martin  said  athletes  themselves  have 
said  that  money  has  ruined  professional 
sports. 

“Ball  Four  had  an  impact  on  how  we 
cover  sports.  Maybe  we  needed  some¬ 
thing  like  that  to  make  us  realize  we  were 
being  too  high  schoolish  in  our  cover¬ 
age,”  Martin  said. 

Pulitzer  Prize  winning  sports  columnist 
Dave  Anderson  of  the  New  York  Times 
believes  that  there  has  been  very  little 
change  in  the  way  sportswriters  cover 
professional  athletes. 

“The  only  real  difference  is  the 
(athletes’)  contracts,”  he  said.  “The  con¬ 
tracts  are  more  public  today  and  the  many 
fans  resent  players  making  the  big 
money.  Today,  the  contract  becomes  as 
much  news  as  a  player’s  batting  average. 
Other  than  that,  there’s  not  much  differ¬ 
ence.” 

Anderson  said  in  the  1950's,  like  today, 
there  were  sportswriters  who  always 
wrote  positively  about  teams  and  others 
who  were  more  objective.  “A  house  man 
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New  name,  new  format  for  Orlando 


A  name  change,  April  26,  only  began 
the  metamorphosis  of  the  Sentinel  Star  to 
the  Orlando  Sentinel.  Since  then,  a 
series  of  product  changes  have  been 
initiated  involving  both  section 
reorganization  and  graphics. 


Daily  color  comics  and  a  new  daily  sec¬ 
tion  called  Style  highlight  this  series  of 
changes  initiated  in  May. 

A  color  comic  page  now  fronts  the  clas¬ 
sified  advertising  section  every  day 
except  Sunday  when  a  free-standing 
color  comics  section  is  already  offered. 

The  new  daily  classified/comics  sec¬ 
tion  also  includes  two  half-pages  of  black 
and  white  comics  and  The  Games  Page, 
an  easy-to-find  line-up  of  the  Sentinel’s 
puzzles  and  work  games. 

The  new  seven-day  Style  section 
brings  together  the  best  elements  of 
several  sections  heretofore  separate, 
incorporating  features  on  people,  fash¬ 
ion,  recreation,  entertainment  and  youth. 

“The  advent  of  the  Style  section 
accomplishes  several  things  we  hope  will 


please  our  readers,”  editor  David  Burgin 
said.  “The  main  goal  with  Style  is  to 
improve  the  newspaper  with  a  strong, 
well-written,  local-focus  section  devoted 
to  the  arts  and  to  news  and  ideas  about  life 
in  Central  Florida.” 

Burgin  said  these  and  other  changes 
mean  there  will  be  an  increase  of  about 
10  percent  in  space  to  be  devoted  to  hard 
news. 

“We  want  to  increase  the  number  of 
stories  in  our  hard  news  sections,  in  par¬ 
ticular  the  amount  of  news  about  the  six 
countries  in  our  primary  market  area,”  he 
said.  “Essentially,  the  creation  of  Style 
and  the  anchoring  of  comics,  which  pre¬ 
viously  appeared  in  the  four  different  sec¬ 
tions  each  week,  have  enabled  us  to  do 
this.” 

Other  changes  include:  the  renaming  of 
Go-Guide  as  Tourist  Guide,  On  the  Tube 
as  TV  Times,  and  Odyssey  as  Travel;  the 
combining  of  the  Homefmder  and  Inside- 
Out  into  a  single  larger,  more  com¬ 
prehensive  section  called  Homes;  and, 
the  placement  of  outdoor  features  from 
Fling  in  the  Sports  section. 

“The  idea  behind  the  new  format  is  to 
produce  a  newspaper  that  is  newsier  in 
every  area  and  easier  to  read,”  Burgin 
said.  “We  want  to  make  The  Orlando 
Sentinel  as  compelling,  complete  and  re¬ 
sponsive  to  its  readers  as  possible.” 

Sentinel  Star  Company,  publisher  of 
The  Orlando  Sentinel,  is  a  wholly-owned 
subsidiary  of  Tribune  Company,  Chi¬ 
cago. 


was  always  a  house  man,”  he  said.  “I 
don’t  think  things  have  changed  that 
much. 

Anderson  said  lockerroom  antics  in  the 
early  1950’s  were  reported  as  much  as 
they  are  today  and  he  used  the  Brooklyn 
Dodgers  as  an  example. 

Some  sportswriters  and  indicated  that 
covering  professional  sports  in  New  York 
City  was  and  always  will  be  different  from 
the  other  cities — a  more  aggressive  type 
of  writing  for  the  more  aggressive  type 
fan  or  reader. 

Buddy  Martin,  formerly  of  the  New 
York  News,  disagrees.  “Sports  coverage 
in  New  York  is  no  more  intense  than  it  is 
in  some  other  cities — like  Philadelphia.  It 
may  be  a  different  brand  of  journalism 
because  there  are  two  tabloids  (the  News 
and  the  New  York  Post)  competing.  Plus, 
George  Steinbrenner  (Yankee  owner) 
knows  how  to  skillfully  manipulate  the 
media.” 

Martin  said  when  he  was  sports  editor 
of  the  News,  “there  were  many  days 
when  I  wished  I  didn’t  have  to  run  a  par¬ 
ticular  story,  but  I  knew  1  had  to  or  get 
beat  by  the  competition.” 

Martin  added  that  while  there  have 
been  some  charges  of  sensationalism 


leveled  at  the  New  York  sports  pages, 
“I’m  not  so  sure  all  sensationalism  is  bad, 
as  long  as  it  is  honest  sensationalism.” 

“There  is  a  tremendous  appetite  for 
sports  news  today,”  Martin  said,  “Sud¬ 
denly  the  sports  columnist  is  being 
offered  salaries  comparable  to  a  tv 
anchorman.  He  is  making  big  money. 
Maybe  sports  coverage  may  be  one  of  the 
saving  graces  for  the  newspaper 
industry.” 

Penthouse  drops 
$50  million  suit 

Penthouse  magazine  publisher  Robert 
Guccione  has  dropped  his  $50  million 
libel  suit  against  the  Hackensack  (N.J.) 
Record. 

The  1979  Record  article,  written  by 
E.S.  Ely,  II,  reported  that  Guccione  had 
done  business  with  organized  crime. 

In  a  letter  to  Malcolm  Borg,  chairman 
of  the  Bergen  Evening  Record  Corp., 
Guccione  agreed  to  drop  his  suit  in 
exchange  for  having  his  views  published 
in  the  newspaper.  The  Record  printed  a 
letter  from  Guccione  in  its  Sunday,  May 
31  edition,  along  with  a  letter  from  Borg. 
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Classified  Advertising 


FEATURES  AVAILABLE  ; 

BUSINESS 

MONEY 

so  YOU  WANT  TO  BE  IN  BUSINESS  YOUR¬ 
SELF— A  Feature  Column  of  Questions  and 
Answers  about  facts  every  small  business  per¬ 
son  will  want  to  know.  Dickson-Bennett,  Box 
265,  St  Joseph  MO  64501. 

"MORE  FOR  YOUR  M0NEY"-A  proven  weekly  | 
column  to  meet  your  need  for  money  saving  i 
consumer  news.  Samples.  Mike  LeFan,  1802  b 
13th.  Temple  TX  76501. 

SMALL  BUSINESS  COLUMN— Popular  and  I 
practical  feature  for  your  local  business  com¬ 
munity.  Provides  expert  advice  for  the  self- ; 
employed.  Featured  in  Newsday,  St  Petersburg  i 
Times.  Tulsa  Tribune.  Houston  Chronicle  and 
100  fine  newspapers.  Free  samples,  m' 
Stevens.  15  Breckenridge  Rd,  Chappaqua  NY 
10514. 

MOVIE  REVIEWS 

MINI  REVIEWS  (Cartoon  illustrated).  Great  for 
weekend  section  or  entertainment  pages. 
Camera  ready.  Star  photos.  Our  8th  year.  Cine- 
man  Syndicate,  7  Charles  Court,  Middletown 

NY  10940;  (914)  692-4572. 

CARTOONS 

MOVIE  REVIEWS,  intenriews  with  photos  of 
celebratiesand  national  political  figures.  Inter¬ 
national  Photo  News.  Box  2405,  West  Palm 
Beach  FL  33402;  (305)  793-3424. 

EDITORIAL  CARTOONS  and  comment.  Church 
directory  illustrations,  horoscope,  movie  re¬ 
views.  crossword  puzzles,  humorous  cartoons, 
other  quality  features  for  the  weekly  editor 
(offset).  Mark  Morgan,  Inc,  PO  Box  995,  New- 
nan  GA  30264;  (404)  253-5355. 

NEWS  DIGEST 

NEWS  BEHIND  THE  HEADLINES  by  Bill  Gruv- 
er  probes  the  reaction  to  the  news,  what  and 
who  is  moving  the  movers  and  shakers,  and 
what  they're  doing  when  the  news  moves  and 
shakes  them.  On  a  weekly  basis  from  Feature 
Associates,  3334  Kerner  Blvd.  San  Rafael  CA 
94901. 

GENERAL 

FOR  THE  ONE  publisher  in  10  really  serious 
about  promotion — The  Bottom  Line  tells  your 
local  merchant  why  he  should  use  more  news¬ 
paper  advertising.  Weekly  questions  and 
answers  by  publisher-professor  use  fact,  logic 
and  humor.  S  Gale  Denley,  The  Journal,  Box 
278,  Bruce  MS  38915. 

REAL  ESTATE 

HOUSE  CALLS-Miami  Herald.  Dallas  News. 
Buffalo,  Rochester,  Des  Moines,  etc.  800-word 
column,  7th  year.  National  award:  "concise, 
entertaining,  wealth  of  real  estate  knowledge, 
solid  writing  skills."  E  Lank.  240  Hemingway. 
Rochester  NY  14620;  (716)  271-6230. 

OVER  100  FEATURES:  Cartoons,  puzzles, 
humor,  info,  kids:  some  daily.  Big  catalog  $3 
refundable  with  order.  DBI,  17700  Western 
69e.  Gardena  CA  90248. 

SYMM  s  SYNDICATED  FEATURES  MAKE 
FOR  A  GREEN  "FIELD  " 

Editors  are  finding  our  grass  greener.  Romance 
Books  in  Review;  The  Futurists;  Survey  Americ- 
a;  Fireside  Mystery  Serials;  The  CriticTV;  The 
Critic/Movies;  Auto  Business;  More! 

SYMM's  Communications,  3744  Charle¬ 
magne.  Long  Beach  CA  90808;  (213)  420- 
9201. 

TRAVEL 

MY  TRAVEL/recreation  features  give  your  read¬ 
ers  low-cost,  no-cost  alternatives.  Reprint 
rates.  L  Duggar,  150  Eldorado.  Winter  Haven 

FL  33880;  (813)  324-3472. 

NOW  CO-ED  "View  from  the  Podium"  isa  time¬ 
ly  feature  for  the  new  era  of  volunteerism. 
Weekly  interviews  with  leaders  of  national  and 
international  non-profit  service  organizations, 
feature  is  available  in  600  and  300-word  ver¬ 
sions.  For  information  and  samples:  C  Laux,  17 
Rudd  Ct,  Glen  Ridge  NJ  07028;  (201)  429- 
9048. 

WEEKLY 

2  MOVIE  REVIEWS,  2  book  reviews,  1  humor¬ 
ous  column  of  general  interest.  Available  week¬ 
ly  in  package  or  seperately.  For  information/ 
samples  write  Postnews  Service.  Box  2833, 
Paducha  KY  42001. 

ANNOUNCEMENTS 

BUSINESS  OPPORTUNITIES 

NEWLY  FORMED  PUBLISHING  GROUP  seeks 
to  acquire  3  well  established  New  York  City 
papers  with  possible  fourth.  Excellent  profit 
potential  by  consolidating  operation.  Need 
experienced  space  sales-editorial  people  as 
working  investors.  (212)  256-2367. 

NEWSPAPER  BROKERS  ^ 
KNOW  THAT 

E&P  CLASSIFIEDS 

GET  THEM 

THE  BUSINESS! 

i 

COURSES 

STUDY  FULL-  OR  PART-TIME,  day  and  eve¬ 
ning  for  MS  in  journalism.  Downtown  Chicago  is 
Roosevelt  University's  laboratory.  Professional 
teachers.  Inquiries:  Director.  The  Journalism, 
Program.  Roosevelt  University,  430  S  Michi¬ 
gan  Av,  Chicago  IL  60605;  (312)  341-3813. 

NEWSPAPER  APPRAISERS 

NEWSPAPER  BROKERS 

APPRAISALS  FOR  ESTATE  TAX.  partnership, 
loan,  depreciation  and  insurance  purposes. 
Sensible  fees.  Brochure.  Marion  R  Krehbiel. 
Box  88.  Norton  KS  67654  or  Robert  N  Bolitho. 
Box  7133.  Shawnee  Mission  KS  66207. 

THE  MIDWEST 

BROKERS  AND  APPRAISERS 
of  weekly  newspapers 
and  small  dailies 

ROY  HOLDING  AND  ASSOCIATES 

Box  212,  Galva  IL  61434 

Phone  (309)  932-2270  or  879-2412 
Midwest  newspapers-Our  only  business 

VALUATIONS  PERFORMED  for  estate,  tax, 
merger,  sale  and  other  purposes.  Hempstead  & 
Co,  21  E  Euclid  Av.  Haddonfield  NJ  08033; 
(609)  795-6026. 

ANNOUNCEMENTS 


NEWSPAPER  BROKERS 


ALAN  G  LEWIS,  MEDIA  BROKER 


Appraisals,  Mergers,  Sales. 

No  Charge  for  Consultation. 
WHITE  NEWSPAPER  SERVICE 
James  W.R.  White 
Box  109,  McMmnville  TN  37110 
(615)  473-2104  or  473-3715. 


E  &  P  Classifieds — 

effective  in  the  newspaper  community  as  your  newspaper's  classi¬ 
fieds  are  in  your  community. 


WAYNE  CHANCEY 
CONSULTANTS/INVESTORS 
PO  Box  86,  Headland  AL  36345 
lyne  Chancey  (205)  693-2619 

n  Hall  (205)  566-7198 


BROKERS  and  CONSULTANTS 
for  the  purchase  and  sale  of 
WEEKLY  AND  DAILY  NEWSPAPERS 
W  B  GRIMES  &  CO,  INC 
1511  K  St,  NW 
Washington  DC  20005 
(202)  NAtional  8-1133 


Confidential  Negotiations  and  Appraisals 
MEDIA  ACQUISITIONS  AND  MERGERS 
A  Division  of 

Graphic  Management  Associates,  Inc 
11  Main  St,  Southboro  MA  01772 
(617)  481-8562 


ED  0  MEYER,  Licensed  Brolier-Appraisals- 
Consultation-Sales.  Suite  101-E,  300  W 
Franidin  St,  Richmond  VA  23220.  (804)  643- 
7816  or  266-1522. 


JIMMY  CROWE 

CONFIDENTIAL  NEGOTIATIONS 
Specializing  in  the  best  Southern  marlrets.  114 
Wickersham  Dr,  Savannah  GA  31411;  (912) 
598-0931,  day  or  night. 


KREHBIEL-BOLITHO,  INC 
Over  500  sales  in  our  31  years. 

(We  handle  different  properties  — 
offices  350  miles  apart.) 

MARION  R  KREHBIEL,  "Norton  Office" 
PO  Box  88.  Norton  KS  67654. 

Office  (913)  877-3407 
ROBERT  N  BOLITHO,  “Kansas  City  Office," 
PO  Box  7133,  Shawnee  Mission  KS 
66207,  Office  (913)  381-8280 


MEL  HODELL,  Newspaper  Broker. 
PO  Box  2277,  Montclair  CA  91763 
(714)  626-6440 


SYD  S  GOULD  ASSOCIATES,  INC. 
Brings  together  anxious  sellers 
and  eager  buyers! 

SALES,  SERVICE,  MANAGEMENT 
Rte  1.  Box  146,  Theodore  AL  36582 
(205)  973-1653 


NEWSPAPER  CONSULTANTS 


JAMES  M  ADKINS.  Sr.  44  years  in  newspaper- 
all  consultant  services  and  special  advertising 
and  advertising  promotions.  (303)  841-4087, 
8102  Windwood  Way.  Parker  CO  80134. 


WE  GUIDE  YOU  to  practical  management  solu¬ 
tions  for  higher  productivty,  revenues,  profits. 
33  years  in  group  newspaper  management. 
Contact;  ROBERT  J  ROSSI 
Management  Consultant  for  Newspapers 
227B,  RRl,  Brookneal  VA;  (804)  376-3021 


NEWSPAPERS  FOR  SALE 


AWARD-WINNING  county  seat  weekly.  No 
competition.  4800  paid.  $260,000  gross  plus 
planning  building  with  rental.  Rated  oneonop 
ten  weeklies  in  state.  Recreational,  industrial 
agricultural  area.  South  central  Wisconsin. 
Flexible  terms  available  to  financially  qualified 
buyer.  Write  Box  4266,  Editor  &  Publisher. 


BENEFIT  FROM  OUR  VAST 
NEWSPAPER  AUDIENCE 


ANNOUNCEMENTS 


NEWSPAPERS  FOR  SALE 


BEST  BUY 
IN  ILLINOIS! 

Rare  opportunity  to  acquire  5500  circulation 
weekly  and  shopper.  Complete  plant.  1981 
gross.  $460, OOC.  Substantial  net  after  salary. 
$425,000  with  $125,000  down. 

1600  circulation  Illinois  weekly  in  prosperous 
area.  Grossing  $127,000.  Opportunity  for 
newsperson  with  printing  knowledge.  Only 
$115,000  with  substantial  down  payment. 

Call  (309)  932-2270  or  (309)  879-2412 
Roy  Holding  &  Associates 
PO  Box  212 
Galva  IL  61434 


EXCLUSIVE  couty  seat  weekly,  ranch,  oil  coun¬ 
try,  man  and  wife  size.  $10,000  down,  terms 
on  $55,000  balance.  Others  available,  up  to 
$1.5  million.  Bill  Berger,  Associated  Texas 
Newspapers,  Inc,  1801  Exposition  Blvd, 
Austin  TX  78703;  (512)  476-3950. 


LARGE,  century-old  West  Coast  weekly  in  fast- 
growing,  completely  isolated  area.  $420,000 
gross.  5000  paid,  unopposed.  Retirement-age, 
long-time  owner  hangs  it  up.  in  face  of  burgeon¬ 
ing  shopping  complexes  in  community.  Abso¬ 
lutely  excellent  property.  Gross  plus.  Qualified 
buyers  only.  Box  4268,  Editor  &  Publisher. 


NATIONALLY  DISTRIBUTED  monthly  rodeo 
publication  with  a  1981  gross  of  $160,000. 
Box  4299,  Editor  &  Publisher. 


SIERRA  FOOTHILLS  WEEKLY.  Area  about  to 
boom.  Owners  want  to  travel.  Gross  $65,000  in 
1981.  $45,000,  terms.  (209)  539-3200. 


SOUTHERN  NEW  ENGLAND  weekly  group. 
Fully  equipped,  with  press.  Annual  volume  over 
$700,000.  Priced  under  gross.  WB  Grimes  & 
Co,  1511  K  St,  NW.  Washington  DC. 


SMALL  SOUTHERN  CALIFORNIA  resort  area 
weekly.  Established  58  years.  Available  for 
immediately  sale.  Great  opportunity  and  poten¬ 
tial  for  individual  or  chain.  Box  3983,  Editor  & 
Publisher. 


SUNBELT  DAILY,  Zone  6.  long  established. 
$1.5-$2  million  class,  profitable  against  com¬ 
petition.  Fully  equipped,  excellent  real  estate. 
Paid,  with  TMC  supplement.  Premium  loca¬ 
tion.  Substantial  cash,  principals  only. 
ZONES  NON-DAILY,  long  established.  $1  mil¬ 
lion  class.  Full  equipped,  top  class  plant.  Pro¬ 
fitable.  Paid,  with  TMC  supplement.  Sub¬ 
stantial  cash,  principals  only. 

PRIME  UNOPTOSED  daily  and  non-daily  prop¬ 
erties.  Zones  3,  4,  6.  All  replies  confidential. 
Write,  state  qualifications.  Box  4362,  Editor  & 
Publisher. 


THREE  WEEKLIES  in  Zone  3;  "grass  roots" 
i  communities.  Over  150  years  of  publication; 
grossing  over  $800,000.  Box  3957,  Editor  & 
Publisher. 


TWO  PAPERS  on  California  coast.  $115,000 
and  $170,000  gross.  Buy  either  or  both.  Very 
profitable,  terrific  terms.  Publisher,  PO  Box 
327,  Aptos  CA  95003. 


TWO  PAID  CIRCULATION  weeklies  in  central 
California  foothill  communities.  $230,000 
gross.  Reply  Box  4320,  Editor  &  Publisher. 


THE  WYOMING  OUTDOOR  REPORTER, 
Wyoming's  only  hunting,  fishing,  conservation 
newspaper  is  for  sale.  Subscribers  in  49  states 
—  renewal  rate  approximately  80  percent. 
SELLING  PRICE  $18,000.  Call  or  write  Scott 
Skinner.  PO  Box  1040,  Buffalo  WY  82834; 
(307)  684-2978. 


VIRGINIA  COASTAL  WEEKLY— Package  of  2 
community  newspapers,  circulation  45,000 
households;  direct  mail,  second  class,  con¬ 
trolled  circulation.  Outstanding  market  in 
explosive  growth  area.  Gross  in  excess  of 
$400,000  with  the  potential  to  double. 
Established  marriage  mail  program.  Very  profit¬ 
able.  Serious  qualified  inquiries  only. 

Box  4306,  Editor  &  Publisher 

I  WEEKLY— Northwest  Ohio.  105  years  old. 

;  Nice  community.  No  equipment.  Couple  can 
buy  at  attractive  price.  Owner  can  help  finance. 
Call  (419)  943-2749. _ 


ESTABLISHED  WEEKLY  serving  Atlantic  City 
and  surrounding  area.  Complete  plant  except 
for  press.  Priced  at  $250,000,  with  long  term 
payout.  WB  Grimes  &  Co,  1511  K  St,  NW, 

I  Washington  DC. 
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ENJOY  i  wt  LEAR  J  F.ZAD  KEEP  ENJOY  bWE  LEARN  READ  KEEP  LEARN 
READ  K  PP  EN  JC  C  W  I  L  ’ImPN  f.ZAC  KEEP  ENJOY  SAVE  READ  KEEP 


ENJOY  £  WE  LI  AR  I  F  E/  D  EEf  I  NJO' 
READ  KLZP  S.  .Vl.  LLAf.N  .’EAL 


SAVE  Lb  \h.’  READ 
READ  Kl  EP  ir  JO 
SAVE  LE  VRN  F  =A  • 


E/  D  EEf  I  NJO'  t.  'VE  LEARN  ENJOY  SAVE  LEARN 
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KEEP  E:,J0Y  S..V^  f.EAO  .'.E^P  ENJJY  3k.  L  LZARN  READ  KEEP  ENJOY 


‘One  Year  □ 


Two  Years  □ 


Three  Years  □ 


KEEH  52  Issues  — $30.00  1 04  Issues  —  $55.00  1 56  Issues  —  $78.00 

(You  save  $5.00)  (You  save  $12.00) 

SAVS 

KEEn  Name _ Title _ 

SAVL;  Company _ _ _ _ — 

l(pcc 

Nature  of  Business _ Department _ 

KEEP  - 

LEAR  - 

ENJC  Home  address  EH  Office  address  EH 

Bill  me  □  Bill  my  company  EH  Payment  enclosed  EH 

lEAR 

*l/.S.  and  Canada  only.  All  other  countries  $55  a  year. 


Company - 

Nature  of  Business 

Address _ 

City - 

Home  address  EH 
Bill  me  EH 


Office  address  I  I 
Bill  my  company  I  I 


Payment  enclosed  EH 


*l/.S.  and  Canada  only.  All  other  countries  $55  a  year. 
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I  SAVE 
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NJOY 
READ 
SAVE 
READ 
SAVE 
KEEP 
SAVE 
KEEP 
READ 
JSAVE 


LEARN  READ  KEEP  ENJOY  SAVE  LEARN  READ  KEEP  LEARN  READ  KEEP 


BUSINESS  REPLY  CARD 

FIRST  CLASS  PERMIT  NO.  20  NEW  YORK.  N  Y. 
Postage  wilt  be  paid  by 

Editor  &  Publisher 

Circulation  Department 
575  Lexington  Avenue 
New  York,  N.Y.  10022 


ANNOUNCEMENTS 


NEWSPAPERS  WANTED 


INDUSTRY  SERVICES 


MARKETING  SERVICES 


EQUIPMENT  &  SUPPLIES  EQUIPMENT  &  SUPPLIES 


MAILROOM 


1  '^CREASE  ^uR  SUBSCRIBER  Share ^ 


gprotiteble  non-newspaper  publica-  ket  with  Mediamax.  Cost  effective  telephone  noiTrrtnn  -ill -^A' 

I  ahd  Cf®*  Pfograms.  National  references 
if  $500,000.  Flexible  arrangements  upon  request.  Don  White  (716)  631-8220. 


in  acquiring  profitable  non-newspaper  publica¬ 
tions  (newspaper  format)  with  gross  or  potential 
in  excess  of  $500,000.  Flexible  arrangements 
to  meet  your  needs  including  you  remaining 
with  the  publication.  Please  send  information  ! 
to  Box  3671,  Editor  &  Publisher.  All  replies  I 
kept  strictly  confidential. 

IF  YOU  ARE  without  competition  in  your  home  I 
base,  do  not  have  a  central  printing  plant,  and  | 
have  at  least  4500  paid  circulation,  our  widely-  I 
respected  group  of  community  newspapers 
would  like  lodiscuss  purchasing  your  non-daily  ' 
publication.  Flexible  arrangements  to  meet  I 
your  needs,  including  your  remaining  with  the  ‘ 
newspaper.  No  paper  too  large  tor  us  to  consid-  ; 
er.  Please  send  information  to  Box  31752,  Edi-  ^ 
tor  &  Publisher.  All  replies  kept  strictly  con-  | 

fidential. _  i 

A  BETTER  WAY  TO 
PEDDLE  YOUR  PAPERS 


SHOPPING  GUIDES 

SEND  THE  KIDS  TO  DISNEYWORLD 
And  spend  the  afternoon  in  my  workshop.  I  will 


Learn  how  an  E&P  CLASSIFIED  AD  can  put 
you  to  work;  sell  or  seek  equipment,  pro¬ 
ducts  and  senrices;  or  maybe  find  that  pro¬ 
fitable  weekly  you've  wanted  to  own. 


EQUIPMENT 
&  SUPPLIES 

CAMERA  A  DARKROOM 


Sta-Hi  251  stackers 
Cutler  Hammer,  stackers 
Baldwin  Count-O-Veyors  104A's 
NORTHEAST  ST(5rAGE  &  INDUSTRIES 
(213)  257-7557 


PHOTOTYPESETTING 


PERFECT  for  small  starting  publications!  Com- 
pugraphic  Compuwriter  II.  spare  parts.  17  film 
strips.  6  rolls  paper,  (jood  condition.  Asking 
$3800.  Henry  Mundy.  Southside  Shopper.  Re- 
leigh  NC;  (919)  772-9002  or  772-0044 
(home). 

APS  4.  $7500;  CG  Universal  Vid  12K, 
Unisetter  $5800,  5  disk  TXT  3K,  7200  TG,  Jr 
TG,  88's.  IV's,  2414  Vid,  pacesetters. 
Execuwriter,  Uniterm,  KDT,  $1500;  Auto¬ 
tapes,  parts,  punch  repair,  Remex  light  source 
$100.  Servo  Motor  $€i00,  LogE  18"  processor 
RC.  $3500,  CG  101  RC  $95a  Walter  Stanton. 
CompStan,  Box  1620,  Seabrook  NH  03874; 
(603)  778-0106. 


SHERIDAN  48P  inserter  with  complete  Execuwriter,  Uniterm,  KDT.’ $1500;  Auto^ 

conveyor  connection  and  spare  parts.  tapes,  parts.  puiKh  repair.  Remex  light  source 

Sheridan  24P  inserter  with  handily  table.  $100,  Servo  Motor  $600,  LogE  18"  processor 

Folded  edge  first  delivery  system  for  Sheri-  RC,  $3500;  CG  101  RC  $95(7  Walter  Stanton, 

dan  inserter.  CompStan,  Box  1620,  Seabrook  NH  03874; 

Sheridan  5  knife  trimmer.  (603)  778-0106. 

Muller  227  and  227E  inserters.  I 

Muller  231  Counter  Stacker.  I  -  ni  ercuAviAiys 

Kansa  inserter  with  4  stations.  _ rLMicmMninv _ 

Idab  440  Counter  Stacker  with  programming  I  _ 
keyboard.  ^  °  i  washout  unit  Napp  system 

Idab  shrink  wrap  machine.  '  (USA)  for  Twin  Star  plate  processor.  Never 

Ferag  H500  Counter  Stacker  factory  rebui“.  I  used.  For  more  details  ca»  J  Joiner.  Best 

Sta  Hi  257  Counter  Stacker.  Publishing  Co.  (213)  548-4545. 

Sta  Hi  251  Counter  Stacker  with  spare  parts.  ' 

Cutler  Hammer  conveyors,  bottom  wraps  and  I  PRESSES 

pacers.  ' 

Signode  ML2EE  and  MLN2A  tying  machines.  |  BEACH  SAOOLE&-"Ezy  Lok"  Scott  Compres- 
Guilmont  quarter  fol^.  239/16"  cutoff.  Buffak)  Courier  Express. 

Saxiroyw  tying  machine,  ,  Hermann  Karl.  (716)  855-6382. 


Guilmont  quarter  folder. 

""7  worxsnop.  i  wm  KAMERAK  SQUEEZE  LENSES  i  Saxmayer  tying  machine, 

'QRn**in  more  money.  Estil ,  variable  lenses  0  to  8%.  Fixed  lenses  up  to  Kirk  Rudy  equipment,  quarter  folders,  insert-  I 

'  ers.  lately 

33528,  adjacent  to  Clearwater;  (813)  733“  ■  itamfqak  (213)  437-2779  ' 


INDUSTRY 

SERVICES 


(213)  437-2779  |  1 

Long  Beach  CA  90801  |  All  equipment  in  excellent  condition  and  avail-  I 

_  able  immediately.  Installation  services  also  ; 

and  trade  ins.  .  .  i  provided.  We  will  purchase  mailroom  equip-  ; 
cialists  since  1968  ment  and  complete  newspaper  mailrooms.  I 


SQUeeze  Lenses,  new  and  trade  ins.  .  . 
Manufacturer/Specialists  since  1968 
New,  super  designs  surpass  all 
VARIABLE  OR  FIXED.  2  to  25% 

CK  Optical  (213)  372-0372 

Box  1067,  Redondo  Beach  CA  90278 

COMPUTER  SOFTWARE 


Graphic  Management  Associates.  Inc. 
Newspaper  Mailroom  Systems  Division 
11  Mam  St..  Southboro  MA  01772 
(617)  481-8562 

2  STEPPER  PM  720  fold-and-tyers  and  label- 


FOR  SALE  NOW 
ONE  OR  ALL 


4  add-on  Goss  Headliner  units  and  2  folders  2 
to  1. 

21  Vi"  CUTOFF  HOE  COLORMATIC,  3  units,  2 
half  decks,  available  now. 

22V4"  Goss  Headliner  unit.  1  color  hump. 
New  ink  oscillating  gear  Goss  Headliner. 


AUDIO-VISUAL  SERVICE 


BILLING  SOFTWARE  twine  available.  Price  negotiable,  iqntact  jw 

I ciAiccc  ccDi/f^cc  Prints  journals,  bills,  aging  and  sales  analysis.  ^  P'sfson,  the  Pittsburgh  Press. 

_ P*7aiiycoa  acnriuca _  (talculates  rates  and  month-end  discounts.  (412)  263-1171. _ 

Ai  inin  uici  lAi  cPBuiri:  Many  months  of  previous  detail  of  activity  w-  GOOD  RECONDITIONED  Cheshire  and  Mag- 

PASSiNCTHFronPRiints  p,Lnxtmnof  '»*'  ®  use  m  his  nacraft  labeling  machines  with  Single  and  mul- 

PASSING  THE  CO-OP  BUCKS,  explanation  of  office  by  totally  non-computer  personnel.  Runs  tiwide  label  heads  and  quarter  folders.  Model 
co-op  adverti^ng.  137  slides,  synchronized  on  Radio  Shack  Model  II  or  16  -  hard  disk  |  227E-277  Mueller  two  into  one  inserter  Six 
tape,  script.  13'/i  minutes.. .$285  investment  version  will  hold  "years 'of  detail.  Software  can  yearsold  good  condition  Call  Scott  or  Ed  Hels- 
bu)g  invaluable  teach/train  tool  for  ad  sales  be  leased  for  under  $150  per  month.  Call  or  I  il~.(^)*527-1668»  (214)  357^1% 
staff,  management,  personnel,  ^nd  check  tO:  write  for  sample  reports.  Publisher.  Control  [ 

CO-OP  UNLIMITED  ",  20990  N  Exmoor  Av.  Systems.  Steve  Kuckuk,  PO  Box 476.  Shawano  aicu/cooiAlT 

Barrington  IL  60010.  (312)  381-6933.  4  yvi  54166;  (715)  526-6188.  '  _ NEWSPRINT _ 


ers  with  conveyor  baggers.  Some  parts  and  I  22V«  cutoff  Hoe  color  convertible  4  units, 
twine  available.  Price  negotiable.  Contact  JW  1  evailable  now. 

Josephson  or  Joe  Pierson,  the  Pittsburgh  Press,  j  ^  ^ 


(412)  263-1171. 

GOOD  RECONDITIONED  Cheshire  and  Mag- 


NEWSPRINT 


weeks  delivery.  10%  discount  before  July  16. 


30  LB  NEWSPRINT  ROLLS  all  sizes 
BEHRENS  Pulp  &  Paper  Corp 
3305  W  Warner,  Santa  Ana  CA  92704 
(714)  556-7130 


- I  CUSTOMIZED  BUSINESS  SYSTEMS  I  30  LB  NEWSPRINT  ROLLS  all  sizes 

ATiysAI  QPOI/IPPC  IBM  S/34-S/38  BEHRENS  Pulp  &  Paper  Corp 

UHl^ULATION  btNVICtS  Lookingforsophisticatedbusinessandcircula-  !  3305  W  Warner,  Santa  Ana  CA  92704 

:  tion  systems  tailored  for  your  newspaper?  CDS,  1  (714)556-7130 

ATTENTION  CIRCULATORS  OR  PUBLISHERS  ;  (pc  offers  proven  systems  in  circulation,  I  - 

No  newspaper  IS  too  large  or  too  small  for  our  accounts  receivable,  payable,  payroll,  and  i  NEWSPRINT  ROLLS— We  Buy/Sell.  Kramer  & 
organization  to  give  your  circulation  figures  a  I  general  ledger.  We  have  installed  and  modified  !  Cramer  Inc.  540  FrontaM  Rd,  Northfield  IL 
boost.  Telephone  marketing  experts.  Use  the  systems  for  newspapers  with  circulations  vary-  60093;  (312)  446-7017. 

BEST  and  it  will  cost  you  LESS.  Write  or  call  |  jpg  from  10,000  to  300,000.  Call  collect  tor  - 

C^ptell  and  As^iates,  3864  (Renter  Rd  #  j  p^ore  information  (913)  381-1109.  or  write  PHfiTfiTYPP^FTTlUft 

10c.  Brunswick  OH  44212;  (216)  225-7440.  |  CDS,  Inc.  c/o  Sun  Publications,  Interstate  435  _ PnOlOf  rPtSfcTTfWG _ 

- I  at  Metcalf  Av.  Overland  Park  KS  66212. 


PHOTOTYPESETTING 


_  CASH  FOR 

BUILD  CIRCULATION  1  if  YOU  VE  wanted  to  get  mto  computerized  “ImOTRON  202'^-CG8S»  ^  i  ’fr5?Jtartup*w»i^\’] 

AT  NO  CHARGE  i  bookkeeping,  here’s  the  way  to  do  it  eas»ly  and 

M I  INU  LMMWbt  j  inexpensively.  We  have  an  accounts  receivable  846-7025  j 

totest  already  successful  m  tough  New  York  j  shopper  operabons  which  runs'^on  Rad^^ack  2  (JG  Mi^-Disk  t^inals,  1  Mmi-Disk  Post  ^258,  ^n  h 

City  market.  VVe  provide  all  family  appeal  pro-  Model  II  microcomputer.  It  has  nine  posting  driven  Pboto  California  94402. 

ducts  and  ^‘Jl^‘lljJ'ent  or  prizes.  For  further  categories,  including;  display,  classified  dis-  (215)  867-2(X)2.  - -  — — - 

details:  Box  4322,  Editor  4  Publisher.  play,  regular  classified,  legal,  job  printing,  web  cpxpr  pxdtq  kit  fnr  UAr<K.n.haiA,  u  i  o 

_ orintine  other  and  receirts  ^e  orocram  is  SPARE  PARTS  KIT  for  Merttnthaler  V-l-P,  Hams  V-15A,  8  units.  Upper  form 

wry  "uLr  friendly."  You (ton't  need ^^ee  in  de'pat^^e^(2m^'l47*540§ 

and  paid  in  advance  crew  orders  in  the  industry!  computer  science  to  operate  it.  It  calculates  <'*“**‘^1®- '4ULI  J4Z-S4U0.  Goss  Community  add-on  units.  I9< 

Call  me  at  (201)  772-7002  for  action!  service  charees  and  oreoares  itemized  state-  Tr.T.rn. ..  ..  .....  ..  ..... — Goss  Suburban  add-on  units. 


Now  in  our  warehouse  cleaned  and  painted  or 
rebuilt. 

1  Gregg  imprinter. 

6  unitVlSA. 

BRAMBLE  PROFESSIONAL  PRESS  INC. 
Route  2.  Box  22B5.  McAllen  TX  78501 
(512)  682-7011 

FERAG  H  boo  Counter  Stacker  in  excellent 
condition.  Factory  rebuilt  and  guaranteed. 
Ideal  for  commercial  or  newspaper  operation. 
Will  stack  from  4  to  96  page  products  such  as 
TV  Guide  at  press  speeds  up  to  70,000  pro¬ 
ducts  per  hour.  Will  also  stack  quarter  page 
products.  Available  immediately.  Contact 
Graphic  Management  Associates.  Inc.  (617) 
481-8562. 

MODERN  PRESS  DRIVE  CONTROLS 
Available  for  6-Unit.  1-Folder 
double-width  new  or  used 
Offset  or  Letterpress,  factory 
modified-reconditioned  with 
factory  WARRANTY  one  ( 1 )  year 
from  startup  or  eighteen  (18) 
months  of  delivery.  Save  4(>-5^ 
of  new  price  press  controls.  Write 
Post  Office  Bm  5258.  San  Mateo. 
California  94402. 


Harris  V-15A,  8  units.  Upper  former,  1974. 
Cottrell  V-25,  Vd  and  Vi  folder  JF-1. 

Goss  (immunity  add-on  units.  1969-76. 
(jOss  Suburban  add-on  units. 


u.iimeatuui,//z-/uuz,orac..om  »rvice  charts  and  ^e^  STATKING  CAMERA  Model  SK-3;  3  Star  Aut..  ^ 

WHEN  CIRCULATION  FALLS  as  it  sometimes  I^div^dual  statements  n^eede*d  for  coop  *'**'  !'“'®  ^  *■  8-Position  roll  stand 

will  and  the  road  to  recovery  seems  all  up  hill  -  reimbursement  The  program  generates  over  °'’®  headliner  with  Gregg  flying  imprinter  22  V«".  ‘ 

when  the  adverti^  baulk  at  the  pending  crisis  35  ,nformation-packed^taports.\nd  overall,  is  Mr^^n  taA-laon 


don't^panic!  Call  Donnelly  Enterprises.  Circula-  jn  extremely  valuable  busmUs  tool.  For  a  bro-  445-6400. 

tion  Consultants  specializing  in  telephone  and  describing  the  program  in  detail,  write:  TVPFqFTTiNr  printinp  rniiiPurNT  Rhu 

crew  marketing  c^raticms  The  Chiefland  Citizen  Rawer  980,  Chiefland 

(215)  586-3954  PL  32626.  or  call  Walter  H  Wilson  at  (904)  f 


ENGINEERING  & 
INSTALLATIONS  : 

PRESS  INSTALLATIONS,  rigging,  engineering  ' 


MAILROOM 


MUELLER  Model  259  high  speed  counter¬ 
stacker,  new  1979. 


with  one  editing  terminal;  one  headliner  with  Gr^  flying  imprinter  22  Vd"  45  Vi" 

film  strips;  3  Photon  Mark  I's  with  type  disks  Fincor  motor  and  controls. 

and  spare  parts.  (201)  445-6400  Hams  845,  22V*,  8  units,  1973. 

— — — — -  Harris  845,  6  units,  22V*". 

TYPESETTING.  PRINTING  EQUIPMENT.  Buy  Hams  V-25.  8  units.  1978. 
and  sell.  10%  commission.  Financing  avail-  Color  King  presses  and  units 
able.  Bob  Weber.  (216)  729-2858,  Fairchild  Newsking,  4 units,  KJBfolder,  1978. 

I -  Harris  V-25,  4  units,  1978. 

;  TWO  CG  Videosetter  I's,  including  spare  parts  WILL  SELL  COMPLETE  PRESSES  OR  ANY 
I  kit  and  4  fonts  (News  #4  and  Sans  #2)  S/N  |  COMPONENTS  SEPARATELY. 


modifications,  rebuilding  and  removal.  Single  :  Ferag  conveying  systems,  2  forwarding  sta 
width  to  4  plate  wide.  Bramble  Professional  tions  2  rieiiverv  statmns  like  new  We  . 


I  4  plate  mde.  Bramble  fYot^iori^  tions,  2  delivery  stations,  like  new.  We  will  1  tage.  Takeover  pj 

M®A"e"TX  sell  part  or  all.  '  («3)  753-3904 

(512)682-7011.  Count-O-Veyors  Model  106,  right  angle  turn  j _ 


i  037315  and  A47319.  October  1973.  $1500 
each.  Call  Mr  dePascale.  (201)  347-5400. 


TWO  COMPUGRAPHIC  2750s  and  an  ADvan- 
tage.  Takeover  payments,  (tall  John  Kadisak. 


MARKETING  i 
READERSHIP  RESEARCH 


available. 

Signode  strapping  machines.  Bunn  Tying  ma¬ 
chines. 

IPEC 

97  Marquardt  Dr,  Wheeling  IL  6(X)90 
(312)  459-9700  Telex  20-6766 


TWO  496rs  in  good  working  condition,  %8O0 
each.  AKI  autotype  keyboard.  $200.  (tam- 
pugraphic  Unitape  keytoard  $600.  Mark  or 
Dennis,  (309)  734-3176.  Equipment  in  llli- 


WANTED:  Newspaper  equipment  and  com¬ 
plete  plants. 

IPEC.  INC 

97  Marquardt  Dr 
Wheeling  IL  60090 

(312)  459-9700  Telex  20-6766 

HARRIS  V15-A-1973-5  units  with  heavy  duty 
folder,  big  motor,  many  spare  parts,  including 
extra  motor.  3000  gallon  pressure  ink  system, 
plus  all  atKillary  equipment.  All  in  excellent 


INCREASE  LINEAGE  REVENUE'  1(312)459-9700  Telex  20-6766  -  extra  motor,  3000  gallon  pressure  ink  system, 

Newsoaoer  Research-Cost  Effective  Prices  _  UNISETTER  HRwithformat,  $7000,  Unisetter  plus  all  ancillary  equipment.  All  in  excellent 

pi  US  the  marketing  tools  needed  to  stimulate  1  NEW  SHERIDAN  inserter  Model  NP848  with  HR.  1  year  old,  used  30  hours,  $8750.  Bob  ^itmn.  Running  on  small  weekly.  Call  (305) 

your  salesforce.  U.S.  and  Canadian  markets.  1  8MS  hoppers  and  double  delivery.  Excellent  Weber,  (216)  729-2858.  847-8878. 

References  and  brochure  upon  request.  CON-  condition  with  less  than  10  hours  operating  - - T  uroraNTuai  ro  carco  — * 


SUMER  DATA,  319  Clematis,  West  Palm  time.  Fully  guaranteed.  Available  immediately. 
Beach  FL  33401.  Call  collect,  (305)  655-  I  Significant  cost  savings.  Reply  to  Box  4002, 
p926  I  Editor  &  Publisher. 
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UNISETTER  HR,  byears.  $7000;  Unisetter,  1 
year.  $8750;  DEK,  1  year,  $1950.  Bob  Weber. 
(216)  729-2858. 


MERGANTHALER  PACER  36  "  web  offset 
press,  serial  #225.  with  2  units,  Mogul  folder, 
and  Stobb  stacker.  (415)  873-2640 


EQUIPMENT  &  SUPPLIES 


_ PRESSES _ I 

NORTHEAST  INDUSTRIES  isoftermg 36  units 
of  Hoe  Color  Convertible  and  6  folders  as  com-  | 
plete  presses  or  parts.  i 

(213)  257-7557  ! 


PLANT  LIQUIDATION  1 

Hams  845  4-units.  new  1975, 3  Butlers.  RBC-  | 
2  folder,  with  '/i  fold,  run  only  2(X).000  IMP 
per  month,  like  new. 

HamsV-25.  7-units.  new  1975  JF-10.  ■/«.  */5. 
DP  cross  pert.  4  Butler  Flying  Pasters.  Martin  j 
Infeed,  numbering.  Tec4  pass  8'  dryer  with  ' 
chills  and  circulating  water.  ^ 

Custom  Blit  Rotary  3  knife  trimmer,  new  1975.  i 
Two  Ferag  conveying  systems,  baler,  platemak¬ 
ing.  etc.  1 

WE  WILL  SELL  COMPLETE  PRESSES  OR  ANY 
COMPONENTS  SEPARATELY.  , 

I PEC, INC 

97  Marquardt  Dr  I 

Wheeling  IL  60090  ' 

(312)  459-9700  Telex  20-6766  | 


ROYAL  ZENITH  Polygraph  4  unit  Web  Offset 
Press.  17^/S  "x24V5"  wide,  with  2  Roll  Stands.  , 
Folder.  Sheerer.  $34,500.  (415)  873-2640.  ' 


6-UNIT  Daily  King  I.  1971.  KJ6  half-quarter 
folder  with  balloon  former.  40  hp  drive.  All  unit 
and  roll  stands  are  stacked.  Well  maintained  in 
A1  condition.  Available  immediately.  Can  be 
seen  in  operation.  (206)  653-2519. 


WEB  OFFSET  PRESSES 

8  units  3  folders  Harris  V  25 
4  units  2  folders  Harris  V  25 
4  units  Wood  Colorflex 
6  units  Production  King 
3  units  Goss  Community.  1975.  excellent 

SPECIAL 

12  units.  6  color  decks.  4  60HP  drives  2  fol¬ 
ders  with  2  balloons  -  22V4  32000  per  hour  - 
48  pages  Hoe  Lithomaster. 

4  units  Folder-Thatcher  -  where  else  can  you 
buy  a  four  unit  offset  press  at  $40,000? 

Gcks  Metro  Double  folder  with  balloons  2:1. 
22^4. 

Goss  Imperial  3:2  Double  folder  with  balloons 
239  16. 

Goss  Imperial  2:1  Double  folder  with  balloons 

and  skip  slitters  239  16 

Goss  Unitube  Single  width  22^4  folder. 

Cutler  Hammer  Diverters  90"  RiL. 

Cutler  Hammer  Stackers  Mark  II  and  Mark  III. 
Baldwin  Count-O-Veyor  Model  104A. 

Goss  36  "  Roll  Stands. 

Goss  30-50-60  HP  drives  (D  C). 

5  HP  Rewind  motor  with  pulleys  and  controls. 
Ferag  Stacker— reconditioned,  like  new 

HEAVY  DUTY  LETTERPRESS 

1956  Goss  Headliner.  4  units-Double  folder- 
pasters-color. 

21  Vi"  cutoff 

UPECO 

PO  Box  455 
Lyndhurst  NJ  07071 

Telephone  (201)  438-3744  Cable  UPECO 


GOSS  6-UNIT 
HEADLINER  PRESS 

A-80,  Double  2:1  Folder, 
Balloon  Former,  One  Half  Deck, 
Goss  RTF's,  22-%"  Cutoff,  Serial 
No.  2219,  Unit-Type  Drive.  This 
press  was  purchased  by  us, 
removed,  cleaned  and  stored  in 
good  condition.  However,  change 
in  expansion  plans  makes  it 
immediately  available  on  skids  in 
San  Antonio,  Texas. 

Opportunity  to  save  removal 
costs  arKf  buy  complete  press  at 
very  reasonable  price. 

Contact: 

Estil  Jonts,  Production  Managor 
EXPRESS-NEWS  COMPANY 
San  Antonio,  Texas 
Tel.  No.  (512)  225-7411 


EQUIPMENT  A  SUPPLIES 


EQUIPMENT  &  SUPPLIES 


EQUIPMENT  &  SUPPLIES 


PRESSES 


AN  PA  BOX  447 


ON  E  invites  everyone  at  AN  PA  to  visit  our  booth 
and  discuss  upcoming  press  equipment  re-  | 
quirements.  Below  are  some  of  the  presses  [ 
presently  offered  by  ONE.  i 

GOSS  SC.  7  units,  circumferential.  1978. 

SC  upper  former.  1975. 

Community.  3  units.  1969. 

(^immunity.  4  units.  1981. 

Community  add-on  units.  1968-75. 

Suburban  15(X).  4  units.  1975.  I 

Suburban  1500.  5  units.  1973.  I 

Urbanite.  10  units.  1980.  I 

Urbanite  add-on  units  and  folders.  I 

SU  folder,  half/quarter, double  parallel.  1 

Metro.  6  units,  mid-1970's.  | 

HARRIS  V15  A.  6  units.  1977. 

V15  A.  5  units.  1973. 

V15  A  add-on  units.  1969-77. 

V22.  5  units,  remanufactured.  ' 

V25.  7  units.  1978.  | 

V25.  4  units.  1978.  I 

V25  add-on  units.  1971-78.  i 

Folders:  JF7.  JFl.  JF4.  JFIO.  JF25.  ' 

845.  4  units.  1975. 

845.  6  units.  1971.  S 

HOE  Lithomatic  2.  9  units.  5  Color  Humps.  I 

SOLNA  KING  Color  King.  5  units.  1979.  j 
Newsking.  6  units.  1970.  | 

BUTLER  AND  CARY  Auto-Splicers.  j 

GREGG  SHEETERS.  imprinters,  etc. 

ONE  Corporation 

1820  Briarwood  Industrial  Ct.  NE 
Atlanta  GA  30329 

I  (404)  321-3992  Telex  700563 


i  GOSS  URBANITE  PRESSES  i 
I  AND  COMPONENTS  I 


I  6-14  units,  two  folders,  approximately  1972.  j 
!  Roll  stands,  motor  drives  and  miscellaneous  I 
'  accessories  We  will  sell  complete  presses  or  i 
t  components.  j 

j  IPEC,  INC.  j 

97  Marquardt  Drive.  Wheeling  IL  60090 
(312)  459-9700  Telex  20-6766  1 


GOSS  URBANITE  PRESS 
‘  7  unit  Goss  Urbanite  press  with  two  folders. 

recently  reconditioned,  available  for 
I  immediate  delivery. 

.  Urbanite  units  available  which  can  be  offered 
,  stacked  or  floor  position,  complete  with  roll 
;  arms. 

Urbanite  folders  complete  with  upper  former 
;  and  drive. 


PRESSES 


5  UNIT  HARRIS  V-15C.  like  new.  installed 
October.  1979.  must  sell  immediately, 
save  $100,000. 

2  unit  Goss  Community,  recondition¬ 
ed.  grease  lub. 

(^immunity  add-on  units,  reconditioned, 
grease  lub. 

4  unit  News  King,  reconditioned. 

9  unit  News  King.  KJ8.  Mfg  1976.69.  availa¬ 
ble  May.  1982. 

News  King  add-on  units. 

TURNKEY  SERVICES 
Offered  exclusively  by 
INLAND  NEWSPAPER  MACHINERY  CORP 
105th  and  Santa  Fe  Dr.  PO  Box  15999 
Lenexa.  Kansas  66215 

(913)492-9050  Telex  4-2362 


WE  HAVE  IN  STORAGE:  Spare  parts  for  Hoe. 
Scott.  Goss  and  Wood  presses,  offset  or  letter 
press. 

Portable  ink  fountains 
Cline  reels  and  pasters 
Goss  single  width  balloons 
104 A  counter  stackers 
5  units  Econ-O-Web  press 
Forklifts  with  rotating  clamps 
8  units  of  Urbanite,  folder  and  balloon 
Press  #592 

Goss  Imperial  folder  Mark  II 
Napp  manual  platemaking  systems 
Beach  platemaking  systems 
Capitol  roll-handling  equipment,  new  &  used 
We  have  or  can  get  what  you  need 
tor  your  pressroom  or  mailroom. 

We  do  machinery  moving  and  erecting 
We  buy  printing  equipment. 
NORTHEAST  STORAGE 
AND  INDUSTRIES.  INC. 

(213)  257-7557 


8  UNITS  OF  HOE  Colormatic  with  one  3:2  fol¬ 
der.  4  humps  and  reels.  We  are  offering  this 
press  on  a  turnkey  basis  any  place  in  the  United 
States  which  will  include  purchase  of  press, 
removal,  transportation,  re-erection  in  running 
order.  All  this  for  the  sum  of  $850,000. 

Northeast  Industries.  (213)  257-7557 


12  UNITS  WEB  OFFSET  PRESS.  Hoe-Aller 
Lithomaster.  2  folders,  reel  stands.  4  motors.  2 
controllers.  Can  be  seen  in  operation  at  Poto¬ 
mac  News.  Woodbridge.  Virginia.  Contact 
Glenn  lessee.  (703)  670-8151. 


MARTIN  FLYING  PASTERS  new  1979.  runn- 
on  Urbanite,  will  sell  all  6  or  individual. 

WEB  SPECIALISTS.  3  web  angle  bar  nests-12  I 
page  tabs,  collect  per  web.  ruuning  on  Ur-  j 


97  Marquardt  Dr 
Wheeling  IL  60090 

(3 1 2)  459-9700  Telex  20-6766 


;  Offered  exclusively  by 

i  INLAND  NEWSPAPER  MACHINERY  CORP 
105th  &  Sante  Fe  Dr.  PO  Box  15999 

I  Lenexa.  Kansas  66215 

'  (913)  492-9050  Telex  4-2362 


FOR  SALE.  28  rollers  for  old  Goss  Comet  duplex 
press,  nine  steel  turtles.  Hammond  full-page 
castine  box.  proof  press.  Morrison  slug  stripper, 
variety  of  press  gears  and  parts.  5'/5  hp  motor, 
other  hot  type  equipment.  Daily  Record.  Dunn 


NEWSPAPER  RACKS  FOR  SALE 

Racks  formerly  used  by  The  Washington  Star 


K-410  &  K-99  90  racks 

K22SS  495  racks 

K33SS  150  racks 

K-76«iiK-80  300  racks 

These  racks  can  be 
refurbished  and  repainted 
here  and  shipped  anywhere. 
For  complete  information 
contact; 

Jacob  Terrell,  Tr. 

Director,  Single  Copy  Sales 
The  Washington  Post 
1150  15th  Street,  N.W. 
Washington,  D.C.  20071 
Phone:  (202)  334-7726 


PRESSES 


7  UNIT  Community.  2  folders.  1975 

5  unit  Harris  V22.  RBI  folder 
Vanguard  V-15.  4  and  5  units 
2  units  Community 

6  unit  Harris  V-15A.  1979 

Harris  845.  4  units.  22%".4  splicers 
If  you  plan  to  sell  equipment  contact: 

BELL-CAMP  INC 

Box  97 

Elmwood  Park  NJ  07407 
(201)  796-8442 _ Telex  130326 


PRESS  CONVERSIONS 


TOP  PERSONNEL  and  parts  for  web  width  re¬ 
ductions  where  time,  price  and  quality  are  of 
most  importance. 

BRAMBLE  PROFESSIONAL  PRESS  INC. 
Route  2.  Box  2285.  McAllen  TX  78501 
(512)682-7011 


WANTED  TO  BUY 


BEACH  Saddles.  Lok  Ezy  for  MK  I  Headliner. 
22%.  compression  and/or  tension  lockup. 
Please  specify  web  width.  Also  equipment.  Box 
4367.  Editor  &  Publisher. 


CHESHIRE  and  Phillipsburg  any  condition. 
Call  collect  Herb(201)  289-7900.  AMS.  1290 
Central  Av.  Hillside  NJ  07205. 


CUTLER  HAMMER.  Mark  IV  Counter  Stacker  in 
good  condition.  Reply  to  Box  3665.  Editor  & 
Publisher. 


EDS  MODEL  572  programmable  keyboard 
used  on  a  Sta-Hi  257  stacker.  Call  Graphic 
Management  Associates.  Inc.  (617)  481- 
8562. 


GOSS  COMMUNITY  OIL  BATH, 
with  SC  folder  unit  separate. 
Box  1983.  Editor  &  Publisher. 


LATE  STYLE 

COTTRELL  V22/25  AND  845 
BOX  273.  EDITOR  &  PUBLISHER. 


6  LEVEL  4070  facit  punches  and  6-8  level 
Decitek  readers.  Parallel  interface  suitable  for 
interfacing  to  Hendrix  5200.  Call  or  write  Ed¬ 
ward  Alterson.  the  Economist  Newspaper. 
5959  S  Harlem  Av.  Chicago  IL  80638;  (312) 
586-8800. 


MULLER  227  INSERTER  in  good  operating 
condition.  Reply  to  Graphic  Management 
Associates.  Inc.  1 1  Main  St.  PO  Box  55.  South- 
I  boro  MA  01772;  (617)  481-8562. 


MERGANTHALER  LINOTRON  202  WANTED 
TO  BUY. 

Pat  Barnes.  (516)  484-3300 


NEED  1500  SERIES  GOSS  SUBURBAN 
4  to  6  units 

BOX  200.  EDITOR  &  PUBLISHER. 


WE  WILL  CONSIDER  all  newspaper  presses. 

I  Several  presses  tor  different  production  needs 
are  required.  Box  3564.  Editor  &  Publisher. 


WANTED — Mycro-Tek.  MDT  and  Reader  or 
other  front-end  system  for  small  weekly.  Con- 
I  tact  Arthur  Melton  or  Dave  Critchlow.  Union 
I  City  Messenger.  Box  567,  Union  City  TN 
38261;  (901)  885-0744. 


HELP 

WANTED 


ACADEMIC 


I  UNIVERSITY  OF  ARKANSAS— LinLE  ROCK 
I  Broadcast  Journalist,  tenure-track  teaching 
{  position,  beginning  August  16.  Teach  broad¬ 
cast  journalism  and  at  least  one  other  journalis- 
I  tic  area.  Bachelor's  or  master's  and  consider- 
*  able  professional  stature  required;  doctorate 
and  appropriate  professional  experience  pre- 
I  ferred.  Rank  and  salary  negotiable,  competi- 
I  tive.  New  broadcast  journalism  sequence. 

ACEJMC-accredited  news-editorial  sequence. 

I  master's  program.  Good  professional  relations 
in  state  capital  and  media  center.  Apply  with 
letter  and  credentials  to  Journalism  ^arch 
I  Committee,  Department  of  Journalism.  Univer¬ 
sity  of  Arkansas  at  Little  Rock,  33rd  &  Univer- 
I  sity,  Little  Rock  AR  72204.  An  Affirmative 
i  Action  Employer. 
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HELP  WANTED 


HELP  WANTED 


ADMINISTRATIVE 


HELP  WANTED 


ADVERTISING 


HELP  WANTED 


ADVERTISING 


ACCOUNTING  DIRECTOR 
70,000-plus  daily  circulation  morning  news- 


CLASSIFIED  ADVERTISING 


ASSISTANT  PROFESSOR  of  journalism,  start-  ACCOUNTING  DIRECTOR  1  CLASSIFIED  ADVERTISING  I  RECRUITMENT  ADVERTISING  MANAGER 

ing  August  17,  1982,  or  January  15,  1983.  70,000-plus  daily  circulation  morning  news-  [  Our  company  seeks  an  innovative  person  with 

Must  possess  PhD  or  with  dissertation  in  final  paperseekingdegreedaccountingdirectorwith  |  rv  v/  I  previous  experience  selling  local  and  national 

stages.  Requires  media  experience  in  Advertis-  minimum  4  years  public  accounting  !  [JO  YOU  LrODSIClGr  i  recruitment  advertising, 

ing.  Broadcasting  or  News-Editorial.  Will  have  experience,  strong  management  and  supervis-  i  ^  r  •  Responsibilities  involve  organizing  and 

research  opportunities  in  new,  endowed  Gilbert  oty  skillsi  CPA  desired.  Assume  departmental  !  f|ii|r  PrrtToccifTn  directing  all  sales  efforts  for  recruitment  ads. 

and  Martha  Hitchcock  Graduate  Center.  Salary  responsibilities  for  general  accounting!  vUI  I  lUICoOItJll  I  Also,  assist  in  planning  and  implementation  of 
highly  competitive.  Apply  by  July  1  (or  until  activities,  including  financial  reporting,  A  recruitment  advertising.  Involves  some  travel, 

suitable  candidate  applies  thereafter)  tO:  Dr  budgeting,  receivables,  payables,  credit  billing  I  rs  VyalCCI  i  Requires  previous  experience  in  local  and 

Wilma  Crumley,  Associate  Dean  and  Graduate  and  payroll.  Will  supervise  entire  business  ,  national  recruitment  advertising  sales  and  a  4 

Studies  Chairperson.  School  of  Journalism,  department  including  several  mid-managers.  !  year  college  degree,  preferably  in  jcurnalism. 

University  of  Nebraska-Lincoln,  Lincoln  NE  Salary  commensurate  with  experience.  Liberal,  i  if  „  hern™  fh»  oioc  '  marketing  or  business  Management 

fiRkPR-niOT  AHirmatiueArtliin/Fniiainnn™-  honof.fc  M  '.V*  '^“"'''*9  “''P'’?'’® 


Must  possess  PhD  or  with  dissertation  in  final  paper  seeking  degreedaccountingdirectorwith  | 

stages.  Requires  media  experience  in  Advertis-  minimum  4  years  public  accounting! 
mg.  Broadcasting  or  News-Editorial.  Will  have  experience,  strong  management  and  supervis-  i 
research  opportunities  in  new.  endovred  Gilbert  ory  skills;  CPA  desired.  Assume  departmental  ! 
and  Martha  Hitchcock  Graduate  Center.  Salary  responsibilities  for  general  accounting  | 
highly  competitive.  Apply  by  July  1  (or  until  activities,  including  financial  reporting, 
suitable  candidate  applies  thereafter)  tO:  Dr  budgeting,  receivables,  payables,  credit  billing  I 
Wilma  Crumley,  Associate  Dean  and  Graduate  and  payroll.  Will  supervise  entire  business 
Studies  Chairperson.  School  of  Journalism,  department  including  several  mid-managers.  ! 


Do  You  Consider 
Our  Profession 
A  Career 


68588-0127.  AffirmativeAction/EqualOppor-  competitive  company  benefits.  Send  letter  of  manxi)MtnrtheKancacrih>Titiiscji.Rt»  i  experience  preferred, 
tunity  Employer.  application,  salary  requirements  and  resume  nSiS  H  interested,  please  : 


PUBLIC  AFFAIRS/JOURNALISM.  Readvertise- 


application,  salary  requirements  and  resume  eiirr<S<iino  miohr  h«  th»  host  H  interested,  please  send  resume  and  salary 

Modesto  CA  95352.  jKlg  Ijg  ^  telephone  sales  management  i  Minneapolis  MN  55488. 


—  -  -  -  -  -  .  - -  - -  ^  MMMw-  -Imneapolis  MN  55488. 

ment.  Anticipated  tenure-track  faculty  position  AA/EOE— Minorities  and  women  encouraged  to  nosihonofthisscooemmvestimation^nmv  i  MINNEAPOLIS 

to  start  August  25.  1982.  T^ch  courses  in  apply.  |  S'^/aZ'nnm^iS^e.  T^  STAR  AND  TRIBUNE  COMPANY 

publication  design,  writing  and  editing  to  stu-  -  ■  Tjmpe  (290  (X)0  AM)  Star  (245  000  PMi  and  - 

dents  in  print  media  sequence.  (Jualifications:  ]  FAST  GROWING  CITY  MAGAZINE  seeks  1  Sun^y  ^r  (^,^)  are  wSi  rSp^ed  m  '  SALES  AND  MARKETING  MANAGER 


College  teaching  and  professional,  master's  re-  |  experienced  executive  to  run  business 


this  vibrant  market  If  you're  a  briehtaeeres-  Established  twice-weekly  newspaper  in  north- 
quired;  credentials  in  photography  and  |  operation  from  top  down.  Must  be  thoroughly  |  sive  individual  with  a  solid  backcr(5n(j  iiiclas  em  New  Jersey  is  in  the  process  of  strengthen- 

advertismg  desired.  Rank  and  salary  com-  familiar  with  all  aspects  of  publishing  and  ,  jifjgp  advertising  this  position  would  be  an  '  mg  its  management  base  We  are  searching  tor 

mensurate  with  qualifications.  Send  resume  I  accounting.  Minimum  of  10  years  experience.  I  unueiial  nonnrtimitv  tn  idiUxe  vmir  d<iii<  and  i  individual  with  solid  ad  background,  solid 
and  three  letters  of  reference  to:  Rita  Forbush,  ]  KBM  knowledge  helpful,  but  not  necessary.  dir^t  our  tel^hnne  sales  i  sales  supervisory  experience  and  the  ability  to 

Personnel  Office,  Keene  State  College,  Keene  SendresumetoDavid  Adler,  3301  New  Mexico  j  division  This  position  needs  the  directional  '  hiaximize  out  promotion  and  marketing  effort. 


NH  03431.  AA/EEO. 

SOUTHERN  METHODIST  UNIVERSITY.  Dal- 


Av.  Washington  DC  2(X)16. 

GENERAL  MANAGER 


expertise  that  a  dedicated  pro  in  our  profession  Achievement  in  this  ^tion  will  lead  togeneral 
can  offer.  If  you're  ready  for  a  new  challenge  i  management^  acellmt  salary,  variable  com- 
with  excellent  personal  and  professional  growth  **'’®*'' 

ODrxvtunities.  olease  send  a  thoroueh  resume  '  salary  history  to  Box  4325.  Editor  &  Pub- 


directory  and  radio  station.  Master's  degree  re-  newspaper  operations  and  be  community- 
quired.  F^D  and  professional  media  experience  oriented.  Zone  5.  Box  4267,  Editor  &  Pub- 
preferred  Salary  negotiable.  Application  must  lisher. 

be  submitted  by  September  15,  1982.  to;  Jiles  , _ 

Hudson,  Chairman,  SMU  Student's  Publishing  I  GENERAL  MANAGER-40C)0  circulation  daily 
Co,  SML)  Box 456,  Dallas TX  75275.  Southern  ,  and  Sunday  newspaper  with  companion  TMC 
Methodist  University  is  an  equal  opportunity  i  product  of  16.(XX)  located  in  Zone  7.  Success- 
employer.  '  ful  applicant  for  this  position  will  have  advertis- 

_ _  ing  management  background.  Prior  GM 

TENURE-TRACK  POSITION  for  assistant/  !  experience  preferred  but  not  necessary.  This  is 
associate  professor  to  teach  undergraduate  i  a  growth  position  offering  a  salary  in  the  $30's 
courses  in  print  and  broadcast  journalism,  and  excellent  benefitsand  bonus  program.  For- 
August  16.  1982.  Salary  negotiable,  $18,000  ward  your  resume  to  Box  4333,  Editor  &  Pub- 
minimum  for  nine  months.  MA  required,  PhD  lisher. 

preferred.  Publications  in  scholarly  journals  _ 

and  college  teaching  exjierience  desirable.  WE  ARE  SEEKING  an  individual  to  direct  all 
Apply  by  June  15,  1982  to  Voncile  Smith,  phases  of  accounting  operations.  Corn- 
Department  of  Communication,  Florida  Atlan-  prehensive  understanding  of  business  compu- 
tic  University,  Boca  Raton  FL  33431.  j  ter  systems,  financial  analyist  and  budgeting 

affirmative  action/equal  opportunity  employer  j  imjxrrtant.  Newspaper  experience  and  or  CPA 
,  with  2-3  years  Big  Eight  experience  a  plus.  All 
I  replies  held  in  strictest  confidence.  Respond 

T  u  _i _  J  _  '  With  resume  and  salary  requirements  to  Per- 

i  sonnet  Director.  Palm  Newspapers.  Inc. 

EDITOR  &  PUBLISHER  1  PO  Drawer  T,  West  Palm  Beach  FL  33405. 

Address  your  reply  to  the  box  number  given  '  ADVERTISING  DIRECTOR  for  large  saturation 
in  the  od,  do  Editor  &  Publisher,  575  Lex-  ^  Excellent  salary 

A  V  kjv  iriAoo  ,  and  benefits.  Also  opening  for  regional  mana- 

ir^ton  Av,  New  York,  NY  10022.  42B3.  Editor  &l>ublisher. 

Please  be  selective  in  the  number  ot  clips 
submitted  in  response  to  an  ad.  IrKlude  only 
material  which  can  be  forwarded  in  a  large 
nxinila  envelope.  Editor  &  Publisher  is  rrot 
responsible  for  the  return  of  any  material 
submitted  to  its  advertisers. 


swici  connoence.  lo:  r-reo  uevoe.  uirecior  ot  cAN  YOU  grow  with  us? 

Classified  Advertising,  ,  ^  class  operation  in  a  top-notch  Mid¬ 

western  city.  Our  community  has  cultural  and 
KAN  ^  0 1 TY  recreational  opportunities  in  abundarKe.  and  a 

ixrMiorAO  V>l  I  I  sourid  economy  with  unemployment  under  5%. 

Ti  moc  /QT  A  D  **  opening  for  someone  with 

I  1 1 1  ICO/  O  I  M  lx  .  leadership  capabilities  vrho  can  join  us  as  the 

1  ”7  0rx  -J  A  person  in  our  advertising  department. 

(jrSnCi  Av  However,  we  re  looking  for  an  individual  with 

,,  ^  mr\  ^  A  fl'®  ambition,  talent,  and  earning  potential  to 

Kansas  CitV  MO  d410o  assume  eventual  responsibility  foe  ovefall  sales 

and  marketing  not  only  of  the  newspaper 
advertising  but  also  tor  circulation  and  our 
A  Capital  Cities  Communications  Property  eitttronic  subsidiaries  as  well 

_ _  Sellusonyou.Ycxirreply.  whichwillbehandled 

LARGE  MIDWEST  SUBURBAN  seeks  I  complete  confidence,  should  include  a 
salespersrxi  manager.  Chance  for  equity.  If  you  '  resume,  referenc^.  ^lary  infor^tion  and  a 
have  the  drive  and  ability  to  "make  things  hap-  i  brief  statement  of  why  you  re  the  (jer^  we 


KANSAS  CITY 
Times/STAR 
1729  Grand  Av 


A  Capital  Cities  Communications  Property 


ADMINISTRATIVE 


ter  systems,  financial  analyist  and  budgeting  i  pen,  "  this  may  be  the  opportunity  you  have  | 

important.  Newspaper  experience  and  or  CPA  |  been  seeking.  Send  detailed  letter  and  resume  '  435/.  Editor  &  Publisher 

with  2-3  years  Big  Eight  experience  a  plus.  All  to  Box  4302.  Editor  &  Publisher.  Also,  tell  us  ;  po„',|'p''7kpAMcinM  h - ~~~ — ; 

replies  held  in  strictest  confidence.  Respond  what  you  are  currently  earning.  Replies  held  ■  UKOUP  tAPANblUN  has  created  need  tor  z 

with  resume  and  salary  requirements  to  Per-  ,  confidential.  advertising  managers  One  for  county  ^t 

sonnel  Director.  Palm  Beach  Newspapers.  Inc.  ;  _ ‘  weekly  ottw  tor  small  daily  Both  Fo^feh  i" 

PO  Drawer  T,  West  Palm  Beach  FL  33405.  MAJOR  ACCOUNT  REPRESENTATIVE  Zone  5.  Alxrve  average  earnings  and  sa  ary 

ADVERTISING  DIRECTOR  for  large  saturation  ,  Your  growth  has  brought  us  to  the  point  where  incentives.  Swd  comptete 

newspaper  group  in  Zone  2.  Excellent  salary  !  we  are  seeking  a  top-level  sales  person  to  sell  !  requirements  to  Box  4347,  Editor  &  Publisher. 

and  benefits.  Also  opening  for  regional  mana-  !  majoradvertisers.  Mustbeabletogiveeffective  |  immediate  OPENING— Retail  advertising 

;er.  Inquire  Box  4283,  Editor  &  Publisher.  1  presentations  plus  have  experience  form-depth  '  nianager  80(XMdailv  Please  send  resume  to 
-  fill"*  the  top  lewis.  We  are  WashingtoiVs  !  chariVs'  Boldelon.  Advertising  Director. 

ADVERTISING  ABC  paid  daily  suburban  news^pergr^p^  We  BeaumontEnterpriseiJoumal.  fSbox3071. 

Mt/rcni iOfnr\>  •  vvili  provide  top  salary  and  outstanding  i  Beaumont  TX  7/704 

.1  benefits,  tf  you  qualify,  call  or  write;  i _ ; _ 


_ ADVERTISING _ 

ADVERTISING  SALESPERSON  or  working 
sales  manager  with  a  can  do  attitude  and  a  good 
shopper  image.  Must  have  successful 
experience  selling  in  a  competitve  market.  If 
you  enjoy  the  outdoors  you'll  love  it  here.  Zone 
8  or  9.  ^one  (801)  355-1975. 


CL  Stevens 

The  Journal  Newspapers.  Inc 
475  School  St.  SW 
Washington  DC  20024 
(202)  554-7550 
EOE 


ADVERTISING  MANAGER  northern  metro  New 
York  City  area  weekly,  paid  circulation  Must 
sell,  direct  staff.  Salary  Bonus  incentives. 
Send  resume,  salary  history  to  Box  4368.  Edi¬ 
tor  &  Publisher. 

ARTGRAPHICS 


ADVERTISING  SALES  POSITION 


letter  about  yourself.  B(W  4358.  Editor  &  Pub- 
lislW 


CIRCULATION 


wiruu  onciTinx.  rcwcDAi  ..xMAnco  .!  ADVERTISING  DIRECTOR  NEW  ENGLAND  NEWSPAPERS  _ AHI  iaHAI'Hn,^ _ 

n^i  r;  ennJ!  I  i  often  need  qualified  people  man  departments.  ..rTor,  ......  ..  , 

Daily  Nebraskan  17,M0dailycollege  publica-  i  (j3,|y  newspaper  m  quarter-million  circulation  Our  free  referral  service  is  available,  siwd  m  1  MAJOR  METRO  DAILY  has  opportunity  of  a 

tion.  Responsible  for  budget  and  financial  and  |  ^1355  m  fine  mid-west  city.  Ideal  applicant  will  |  your  resume  and  we  will  use  it  to  fulfill  inquiries  ;  for  a  sports-oriented  artist-cart^ist 

statistical  analysis  m  additiori  to  overseeing  ;  1,3^3  appropriate  marketing  education,  ten  or  I  from  our  newspapers.  NEW  ENGLAND  NEWS-  I  Send  us  10  sample  <)f  your  \^k  and  a  1  pa^ 

business,  production  and  advertising,  more  years  of  successful  advertising  or  market-  1  PAPER  ASSCXJIATION  INC,  223  Derby  St,  i  letter  about  yourself.  Box  4358.  Editor  &  Pub- 

departments.  Degree  required,  preferably  m  mg  experience,  including  successful  manage-  1  Salem  MA  01970.  1  ksher 

business  or  journalism,  and  1-3  years  news-  J  ment.  plus  knowledge  of  opportunities  present  ,  _  '  ■■ 

paper  business  experience  ixeferred.  Should  I  m  a  medium  serving  a  regional  circulation  mar-  I  ADVERTISING  SALES  POSITION  i  Z'lOF'l  II  ATIOAI 

be  familiar  with  all  ayiects  of  newspaper,  get.  ^lary  range  opens  at  $60.0(X)  and  moves  1  For  major  metro  newspaper  m  Zone  6.  This  |  Ulni^ULA W - 

operation  and  cornfortable  working  with  stu-  successful  applicant's  qualifications.  Apply  in  1  position  requires  2-3  years  sales  marketing  rvocuiPMrcnrioriii  arirtN  n«r«v,  torn.. m 
dents.  Salary$18.0ppminimumdependmgon  confidence  to  Box  4369.  Editor  &  Publisher.  background  degree  required.  Salary  range  li  1 

experience  and  qualifications.  Send  resume  to  I  _  «i^(X)+  »  -r  7  s  bertwospotonl3.(XJOdailymcentralCalitor- 

Maggy  McCleery  Daily  Nebraskan.  34  |  ADVERTISING  SALES-Skilled.  seasoned.  1  Send  resume  and  references  to;  Box  4375.  IlI!„5!S“F.«if,Sfi!Siirt!i^tfh^ld'il^k^ 
Nebraska  Union.  1400  R  St.  Lincoln  NE  <u»if.<itartino  dKiniaw  adv*»rti«;inp  <;aiP<;of‘r<;on  I  Fditftf  A  Piihii^Pf  manager.  Excellent  opportunity  to  hard  worker 

68588byJunell.  Mustbeavailabletostartno|  de^^Jq"r^,i?3?l1y^n^;\^a  !  “  "  *  "  _  I  "SX  R«Sr 

later  than  August  2.  |  est.  Competitive  market,  lotsof  challenges,  lots  |  CLASSIFIED  MANAGER  for  weekly  shopper  |  j  a  1  *  pSte™^CA93^^Te^Si«m 

DiiDi  icurp.xxaMxr-cD  « - - o  I  opportunity,  lots  of  reward.  Send  resume  ,  chain,  16  publications  over  200,000  circula-  ^ ^  ■  pn 

PUBLISHER/MANAGER  for  small  Zone  3]  with  salary  history  to  Box  4373.  Editor  &  Pub-  j  tion  with  VDTs.  Must  have  strong  background  m  '  '‘“9)  /»4-5UOU. 

newspaper  Must  have  advertising,  news,  j  jutier.  .  private  party  lineage  and  soliciting  commercial - 


newspaper.  Must  have  advertising,  news.  |  jisj^er 

circulation  background  and  second  and  thirci  '  _ 

class  knowledge  for  shopper-TMC  operations. 


ADVERTISING  SALES 


accounts.  Ability  to  tram,  lead  and  motivate  ii/-,ui-  fm-i  n/rov/ 

staff  essential .  Send  resume  with  salary  history  HOMt  ULLIVtKY 

to  Dollar  Saver  Publications.  37365  Ontral-  ci  iDCD\/lcrtDC 

mont  PI.  Fremont  CA  94536  attn:  RM  Black,  oUr  trs  VloUrvo 

Publisher. 

advertising  manager  ■  ThenewlyestablishedWashmgtonTimeswitha 

New  Jersey  newspaper  group  seeks  aggressive  circulation  of  approximately  1(X).(X)0  single 
take-charge  jjerson  to  motivate  and  manage  copy  is  m  the  process  of  developing  a  home 
staff  of  10  Candidate  should  have  ad  sales  deliverynetworkforaS-dayAMoperationandis 


Not  a  retirement  opportunity.  Larger  markets,  ,  Manager— Excellent  salary  for  top-flight  ad  to  Dollar  siaver  Publications.  37365  Central 


yes.  Box  4324.  Editor  &  Publisher 


PUBLISHER  of  a  small  daily  in  Zone  6.  A  solid  ;  national,  retail,  co-op,  special  projects.  Send 
market  with  tremendous  potential  and  an  out-  resume  plus  salary  history  to  Box  4272,  Editor 
standing  place  to  live.  Part  of  a  regional  group.  &  Publisher 


manager  on  small.  Zone  4  paper.  We  re  looking  ;  mont  PI.  Fremont  CA  94536  attn:  RM  Black, 
for  an  energetic  self-starter  with  experience  in  1  Publisher. 


Need  someone  with  strong  advertising  sales 
background  along  with  knowledge  of  budgeting 


ADVERTISING  DIRECTOR 


ADVERTISING  MANAGER 


and  financial  tracking.  R(X)m  to  grow.  Resume  Community  daily  m  New  England  is  seeking  an  experience  and  be  innovative  and  creative,  kxrkmg  for  several  home  delivery  supervisors, 
and  references  to  Box  4327,  Editor  &  Pub-  ,  ad  director  with  solid  experience  in  all  phasesof  Excellent  compensation  and  advancement  Applicants  should  have  solid  background  m 


lisher.  ad  sales  —  retail,  classified,  TMC,  national,  potential.  Send  resumes  to  Box  4365.  Editor  4  ■  either  little  merchant,  motor  route  or  agency 

_  Managerial  experience  is  a  must,  including  1  ^bli^er.  systems  and  should  be  innovative,  hard- 

RECENT  graduate  with  interests  in  both  selling  I  skills  in  motivating  and  training  sales  people,  i  -  workingandnotafraidotlonghours.Thiscom- 

and  writing  needed  as  management  trainee  by  '  This  is  an  excellent  opportunity  to  contribute  to  I  ADVERTISING  DIRECTOR  for  5M  semi-weekly  pany  offers  excellent  compensation  and  many 


Midwest  newspaper.  Please  apply  only  if  you  the  continued  growth  of  a  well  established  dai-  I  in  upper  Texas  Panhandle.  Sell,  share  manage 
are  a  top  speller  with  a  desire  and  an  ability  to  ly.  and  allows  you  and  your  family  to  live  the  i  ment  duties  on  $21M  base  plus  no-gimmick 
get  into  management.  Send  detailed  letter  goodlifeawayfromthemetro  "retrace  "Weare  :  profit  sharing  Housing  available,  in  high,  dry. 


other  company  benefits  that  go  along  with  work¬ 
ing  tor  the  fastest  growing  paper  in  the  USA. 
Send  resume  to  Tim  Whiting,  the  Washington 


about  your  accomplishments  and  interests!  management  consultants,  so  feel  free  to  send  a  healthy  small  city  of  12,(XX).  Joe  Reavis,  The  ;  Times.  3400  New  York  Av.  NE,  Washington  DC 
along  with  a  complete  resume.  Box  4351.  Edi-  '  complete  resume  in  full  confidence.  Box  4360.  1  News-Press.  Box  757.  Dumas  TX  79029;  i  2(XX)2. 

tor  4  Publisher.  1  Editor  4  Publisher.  ,  (806)  935-4111  or  935-6538.  1  an  equal  opportunity  employer 


an  equal  opportunity  employer 


EDITOR  &  PUBLISHER  for  June  5,  1982 


HELP  WANTED 
CIRCULATION 


HELP  WANTED 
CIRCULATION 


HELP  WANTED 
EDITORIAL 


HELP  WANTED 
EDITORIAL 


CIRCULATION  HOME 
DELIVERY  MANAGER 

(.arge  metro  is  looking  for  a  strong  manager 
thoroughly  pounded  in  all  phases  of  circula¬ 
tion.  Must  have  minimum  7  years  circulation 
field  experience  and  3  years  supervisory 
experience.  Problem  solving  and  long  range 
planning  capabilities  a  plus.  College  degree 
preferred,  but  not  required. 

S30.000-plus  to  start  depending  on 
experience.  Excellent  benefits.  Zone  9.  ^nd 
resume  and  salary  history  to  Box  4376,  Editor  & 
Publisher. 

HOME  DELIVERY  MANAGER 

The  newly  established  Washington  Times  with  a 
circulation  of  approximately  100,000  single 
copy  IS  looking  for  a  home  delivery  manager. 
Individual  will  be  involved  in  the  starting  pro¬ 
gram  from  scratch.  Thorough  knowledge  of 
circulation  management  and  different  delivery 
systems  is  essential.  Will  be  responsible  to 
develop  staff  to  handle  approximately  100,000 
in  the  greater  Washington  and  suburban  areas. 
Position  offers  top  compensation  and  tremen¬ 
dous  opportunities  with  the  nation’s  fastest 
growing  paper.  Send  resume  or  call  Tim  Whit¬ 
ing,  Circulation  Director,  the  Washington 
Times,  3400  New  York  Av,  NE,  Wasington  DC 
20002:  (202)  636-3333. 

AHENTION 

CIRCULATION  DIRECTORS 

1  am  interested  in  purchasing  a  newspaper 
agency.  If  you  know  of  one  for  sale,  please 
advise  me  so  that  1  may  contact  seller... or  give 
this  ad  to  that  agency  so  they  may  contact  me.  1 
am  an  experienced  circulation  manager  with  a 
strong  background  in  all  areas,  including  pro¬ 
motion,  vending  machines,  retail  outlets, 
newsboy  and  adult  carriers.  Please  reply  to  Box 
4344,  Editor  &  Publisher. 

EDITORIAL 

ASSISTANT  EDITOR,  Memphis  Magazine — 
Entry-level  position  with  rapidly-growing,  quali- 
1  ty<onscious  regional  monthly:  responsibilities 
:  include  manuscript  and  copy  Siting  as  well  as 

1  feature  writing.  Modest  initial  salary  ($12,000 
annually)  but  opportunity  for  both  promotion 

1  and  long-term  development.  Position  requires 

1  highly-developed  reporting  and  writing  skills. 

and  a  strong  concern  for  excellence  in  both 

1  one’s  work  and  in  the  overall  content  of  the 
;  publication.  No  age  or  background  require- 
!  ments,  but  distinguised  academic  career  pre- 
i  ferred  and  proven  writing  ability  essential. 

!  Send  resume  and  feature  clips  K  Neill,  Box 
j  16566,  Memphis  TN  38116. 

CIRCULATION  MANAGER 

Daily  newspaper  in  Zone  6  has  opening  for  a 
circulation  manawr  with  a  minimum  of  5  years 
of  experience.  Must  have  excellent  organiza¬ 
tional.  communications  and  planning  skills. 
Send  resume  including  pay  history  to  Box 
4305,  Editor  &  Publisher. 

EDITOR— Nationally  recognized  outdoor 
magazine,  minimum  4  years  experience. 
Interest  in  hunting,  fishing,  trapping,  conserva¬ 
tion,  camping.  Send  resume  to  Kirn,  2552 
Brentwood,  (lolumbus  OH  43209. 

MAINE  AND  NEW  HAMPSHIRE  weekly  group 
seeks  circulation  manager  with  strong  sales 
skills.  Contact  Howard  James,  James  News¬ 
papers,  Advertiser  Square,  Norway  ME  04268: 
(207)  743-7011. 

FINANCIAL  REPORTER  for  aggressive,  award¬ 
winning  business  weekly.  Several  years  of  daily 
reporting  experience  required,  plus  solid 
understanding  of  banking/finance.  Knowledge 
of  capital  goods  manufacturing  and  automotive 
industry  helpful.  $18-22K.  Send  resume  and 
clips  to  Jacques  Neher,  Editor.  Crain’s  Cleve¬ 
land  Business,  140  Public  Sq,  Ste  412,  Cleve¬ 
land  OH  441 14. 

WANTED— State  Circulation  Manager  for 
Amarillo  Globe-News  in  Amarillo,  Texas.  Must 
be  able  to  supervise  four  roadpeople  and  be  out 
of  town  an  average  of  three  nights  per  week. 
Salary.  $340  per  week,  plus  mileage,  meals, 
motel  bills.  Interested  parties  send  resume  to 
Paul  Haygood.  Circulation  Director,  Amarillo 
Globe-News,  Box  2091,  Amarillo  TX  79166. 

EDITORIAL 

EDITORIAL 

FOR  A  NEW  RESEARCH  INSTITUTE 
IN  SAUDI  ARABIA 

An  Applied  Research  Center  to  investigate  contemporary 
problems  in  Energy,  Petroleum,  Petnichemicals,  (Geological  Re¬ 
sources,  Environment,  and  Organizational  Development  is  being 
developed  by  the  University  of  Petroleum  and  Minerals, 
Dhahran,  Saudi  Arabia. 

The  Research  Institute  needs  a 

TECHNICAL  EDITOR/\I  RITER 

With  at  least  flve  years  work  experience  writing  and/or  editing 
technical  material,  such  as  proposals,  technical  reports,  journal 
articles.  Some  supervisory  experience  desirable  hut  not 
essential.  Prior  cooperative  work  with  engineers  and  scientists  is 
highly  desirable.  A  B.S.  or  B.A.  degree  in  English  or  Journalism, 
or  equivalent  is  required.  An  advanced  degree  is  highly 
desirable. 

The  duties  of  a  Technical  Editor/W  riter  at  the  Research 
Institute  will  include  writing  publicity  material  forthe  Research 
Institute;  writing  guides  fur  the  preparation  of  proposals  and 
technical  reports;  editing  technical  publications  authored  by 
researchers. 

All  applications  will  be  evaluated  on  the  basis  of  education, 
experience  and  proved  performance. 

Please  submit  your  curriculum  vitae  to: 

RESEARCH  INSTITUTE 
Department  103 

2223  West  Loop  South,  Suite  410 
Houston,  Texas  77027 


COPY  EDITOR  (or  chain  of  weekly  newspapers 
20  miles  outside  of  New  York  City  experienced 
in  editing,  head  writing,  layout  and  VOTs.  Send 
resume  to  Managing  Editor,  PO  Box  3109, 
Union  NJ  07083. 


EDITORIAL  EDITOR 

Progressive,  medium-sized  Southeast  daily 
wants  experienced  editorialist  whose  eloqu¬ 
ence  and  courage  will  lead  a  thriving  region. 
Independence  with  willingness  to  grapple 
intelligently  with  local  and  state  issues  first  is  a 
must.  This  newspaper  is  the  best  in  its  state  and 
IS  noted  for  its  vigorous,  independent  editorial 
page.  Box  4341,  Editor  &  Publisher. 


EDITOR  for  5-day  morning  daily.  Must  be  top- 
notch  writer-photographer  with  good  back¬ 
ground  in  layout,  design  and  VDT  computer 
operation.  Management  skills  essential  as  well 
as  ability  to  work  well  with  community  leaders. 
For  consideration,  send  resume,  salary  history 
and  references  to  Paul  Zilly,  Ciystal  Lake  Morn¬ 
ing  Herald,  PO  Box  250,  Crystal  Lake  IL 
60014. 


EDITORIAL  VYRITER 

If  you  have  editorial  page  experience,  if  you  are 
a  moderate  and,  above  all.  if  you  write  well, 
send  us  resume  and  clips.  Metro  daily  in  an 
uncongested  part  of  Northeast.  This  edit-op-ed 
department  has  a  staff  of  1 1 , 4  of  them  editorial 
writers.  Excellent  salary  and  benefits.  Box 
4349,  Editor  &  Publisher. 


MANAGING  EDITOR 

Experienced  preferred.  7000  circulation,  mod¬ 
ern  Monday-Friday  and  Sunday  morning  daily. 
A  strong  emphasis  on  local  interest  news.  Writ¬ 
ten  applications  only  please.  State  earning  re¬ 
quirements  and  references  to  Elaine  Reeves, 
Publisher,  The  Pioneer,  PO  Box  554,  Bemidji 
MN  56601. 


MANAGING  EDITOR 

30,000  Zone  6.  daily  needs  manning  editor 
who  can  lead  strong,  solid  staff.  Three  years 
supervisory  experience  in  a  community- 
journalism  environment  a  must.  Wearegoingto 
expand  circulation  in  a  multi-county  territory — 
bureau,  correspondent,  stringer  experience 
helpful.  Generous  newsroom  budget,  excellent 
pay  for  right  person.  Reply  to  Box  4354,  Editor 
&  Publisher. 


METRO  EDITOR 


We  re  looking  for  an  editor  to  organize  and 
direct  the  entire  local  report  in  our  award¬ 
winning  newspaper.  The  position  demands 
maturity  of  news  judgment,  skill  in  managing  a 
talented  staff  of  reporters,  photographers  and 
editors,  and  a  commitment  to  high  quality  com¬ 
munity  journalism.  We  re  looking  for  the  best 
because  we  aspire  to  be  the  best.  Tell  me  what 
you  can  do  for  us — as  well  as  your  needs. 
Robert  S  Mellis,  Executive  Editor,  Tribme 
Chronicle,  240  Franklin  St,  SE,  Warren  OH 
44482. 


MANAGING  EDITOR  for  Zone  6,  5-day  daily. 
Fine  community.  Seeking  quality-oriented, 
community-minded  editor  who  knows  how  to 
get  it  right  from  staff.  Please  state  salary  re¬ 
quirements  to  Box  4346,  Editor  &  Publisher. 


OUTDOOR  WRITER 

Award-winning  Zone  4  daily  seeks  an  outdoor 
writer  to  produce  lively  copy  for  Sunday  page 
lus  a  mid-week  column.  The  emphasis  is  on 
unting  and  fresh-water  fishing,  but  there  is  an 
opportunity  for  salt-water  fishing.  We’re  looking 
for  a  "how-to"  and  "where-to"  stories  in  addi¬ 
tion  to  commentary  on  outdoor  and  environ¬ 
mental  issues.  Knowledge  of  photography  help¬ 
ful.  Some  desk  work  involved.  Box  4343,  Editor 
&  Publisher. 


REPORTER  saught  tor  top  government  beat  on 
midsized  daily  in  suburban  county  near  Wash¬ 
ington  DC.  Must  have  experience.  Send 
resume,  clips  to  Jeff  Byrd,  Potomac  News, 
140010  Smoketown  Rd,  Woodbridge  VA 


SUNBELT — Regional  business  publication 
needs  experienced  editor.  Must  turn  out  signifi¬ 
cant  amount  of  copy,  both  analytical  and  fea¬ 
ture,  as  well  as  organize  total  news  product. 
Knowledge  of  design  and  photography 
essential.  Send  resume  and  5  clips  to  Box 
4296,  Editor  &  Publisher. 


TYPOGRAPHER 

Ready  for  someth  mg  different?  We  need  people 
who  have  great  language  skills,  don't  fold  under 
deadline  pressure,  are  sensitive  to  good  design, 
and  aren’t  awed  by  powerful  computer  systems. 
Join  us  as  a  typographer  and  get  involved  in  the 
poduction  of  the  world’s  foremost  magazines. 
Use  equipment  so  advanced  it’s  not  even  on  the 
market  yet,  face  tougher  challenges  than  most 
newspapers  offer.  We’re  a  branch  of  a  Fortune 
100  company,  located  in  New  Jersey.  10  mi¬ 
nutes  from  the  Lincoln  Tunnel,  and  we  mean 
business  about  quality.  Outstanding  benefit 
package,  monsterous  growth  potential.  You 
must  type  60  words  per  minute.  We  like 
experienced  people:  we  like  talented  peoole 
even  more.  Call  Personnel.  (201)  933-8585  or 
(212)  736-4888. 


WE  ARE  A  GROUP  OF  small  dailies  and  vreekl- 
ies  in  southern  Jersey  committed  to  journalistic 
excellence.  We  are  updating  our  personnel  files 
for  talented  reporters,  photographers  and  edi¬ 
tors.  If  you  are  ambitious  and  aggressive  send 
us  your  resume  and  samples  and  we  will  be  in 
touch.  Ben  Burns,  Publisher,  Times  Graphics, 
Inc,  891  E  Oak  Rd,  Vineland  NJ  0836(J. 


WE  ARE  LOOKING  FOR  a  seasoned  editor  who 
likes  competition  in  the  shadow  of  a  good  met 
and  regional  neighbors,  who  will  follow 
research  in  development  of  product,  can 
cooperate  with  circulation  department,  hand¬ 
les  people  well,  believes  in  promotion  and 
advertising  and  is  budget-conscious.  Top  dol¬ 
lar.  benefits  now  and  bright  future  with  medi¬ 
um  sized  group.  Full  resume  and  samples  to 
Box  4374,  Editor  &  Publisher. 


< - ^ 

WRITER/EDITOR 

We  are  a  national  benefits  and  compensation  consulting  firm 
seeking  an  exceptional  communications  professional  for  our  corpo¬ 
rate  staff. 

This  writer  will  be  responsible  for  technical  publications  and 
regular  reports  to  our  clients  on  a  variety  of  subjects  including 
actuarial  science,  compensation,  benefits,  insurance,  asset  manage¬ 
ment,  finance  and  legislative  developments.  Must  be  able  to 
understand  a  wide  range  of  disciplines  and  write  readably  and 
accurately  about  them. 

Excellent  writing  skills  are  the  primary  requirements.  Familiarity 
with  compensation,  benefits,  mathematics  or  finance  would  be  very 
helpful.  Journalism  or  communications  degree,  5  years  experience 
required. 

We  offer  a  highly  competitive  compensation  and  benefit  program. 
Please  send  resume  with  salary  history  to; 

MEIDINGER,  INC. 

Judy  Van  Ryan 
PO  Box  35740 
Louisville  KY  40232 
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EDITOR  &  PUBLISHER  for  June  5,  1982 


HELP  WANTED 
EDITORIAL 


POSITIONS  WANTED 
ADMINISTRATIVE 


POSITIONS  WANTED 
EDITORIAL 


POSITIONS  WANTED 
EDITORIAL 


“HOW  TO  GET  HIRED  IN  JOURNALISM  " 

For  information,  write;  Northwest  Marketing  i 
Limited.  Box  3658-J.  Lacey  WA  98503. 

FREELANCE 

FREEUNCES 

INI.  a  new  agency  for  writers,  is  seeking 
experienced  pros.  For  more  information, 
application,  send  CV.  3  non-returnable  sam¬ 
ples.  SSAE  to;  INI,  860  Welsh  Rd,  Maple  Glen 
PA  19002. 

JOB  LEADS  1 

PR/EDITORIAL  jobs  nationally.  Twice-a-month  | 
subscription  rates.  M  Sternman,  68-38  Yellow-  < 
stone.  Forest  Hills  NY  11375.  I 

1 

ECONOMY  FORCING  weekly  publisher  to  job  i 
market.  Age  40.  with  19  years  experience  in  pr,  1 
re^rtin|.  editing,  publishing.  Larry.  (419)  | 

GENERAL  MANAGER.  AGGRESSIVE. ' 
knowledgeable  all  phases  newspaper  | 
operations.  Profit  and  people  oriented,  with  ! 
solid  record  of  substantially  lowering  operating  | 
costs.  Proven  record.  Highest  references.  Box 
4231,  Editor  &  Publisher. 

GENERAL  MANAGER/AD  MANAGER— 31,  8 
years  experience  with  daily  and  large  suburban 
weeklies.  Profit  and  people-oriented.  Excellent 
references.  Reply  tO;  Bob  Wilson,  805  36th  St, 
Boulder  CO  80303. 

NEWSPAPER  MANAGER  with  MBA  degree  ! 
seeks  position  on  daily  or  weekly  newspaper. 
Box  4282.  Editor  &  Publisher. 

PRESSROOM 

PUBLISHER:  Put  my  1 5  years  experience,  plus  j 
education  to  work  in  your  newsroom.  At  41.  1  , 
can  lead  or  follow.  Present  salary  as  managing  i 
editor  IS  $20K.  Dave  Hillsamer.  202V^  Jones,  j 
El  Dorado  KS;  (316)  321-2097.  I 

1 

PRESSROOM  NIGHT  FOREMAN  for  a  large  ^ 
metropolitan  newspaper.  Primary  responsibilit-  | 
les  include:  i 

•Overseeing  pressroom,  platemaking, 
and  news  print  operation. 

•Supervising  operating  personnel.  ' 

Must  have  4-5  years  experience  with  Goss  Met¬ 
ro  equipment,  including  2  years  supervision.  ; 
Salary  up  to  $27,300.  contingent  upon  i 
experience:  excellent  company  benefits;  5-day  | 
week;  Zone  3.  Submit  resume  to  Box  4037. 
Editor  &  Publisher.  ' 

ADVERTISING 

ADVERTISING  MARKETING— Ambitious,  well 
educated,  experienced,  multi-newspaper  back¬ 
ground.  leader  and  known  achiever  with 
medium  sized  seven  day  newspaper  in  competi¬ 
tive  market  is  seeking  career  opportunity.  If  you 
need  strong  advertising,  promotion,  circulation 
and  personnel  development  skills,  write  today. 
Box  4328.  Editor  &  Nblisher. 

PRODUCTION 

CLASSIFIED  AD  MANAGER,  highly 
experienced:  budgeting,  etc  on  dailies  with 
TMC  weeklies;  competitive  metro  area.  Now 
employed.  Prefer  Zone  8.  9.  Will  consider  any 
for  right  deal.  2534  Tiara.  Ontario  CA  91761. 
Evenings.  (714)  947-5762. 

DATA  PROCESSING-SYSTEMS  ANALYST 
Specialty  daily  newspaper-Zone  2,  presently  ' 
expanding  nationally.  Heavy  experience  with  : 
communications,  system  analysis,  typesetting.  : 
Send  resume  and  salary  requirements.  Box  1 
4370.  Editor  &  Publisher. 

MATURE  AND  DEPENDABLE.  18  years  of  daily 
and  weekly  newspaper  advertising  experience 
with  a  strong,  varied  retail  and  management 
.  background,  (can  offer  help  in  building  a  good 
organization  but  no  miracles  and  not  over- 
j  night).  Seeking  advertising  management  in  an 

1  interesting  community  with  an  organization 
.  emphasizing  a  quality  product,  integrity  and 

1  team  play.  Reply  Box  4355.  Editor  &  Publisher. 

THE  SACRAMENTO  BEE  has  an  immediate 
opening  for  a  night  supervisor  in  its  pre-press 
department.  Experience  in  composing,  camera 
and  offset  platemaking  and  knowledge  of 
electronic  mark-up  and  computerized  typesett¬ 
ers  required.  We  seek  a  person  with  proven 
leadership  abilities.  Competitive  salary  and 
benefits.  All  replies  held  in  strictest  confi¬ 
dence.  Send  resume  and  letter  to: 

John  Raytis 

Administrative  Director 

The  Sacramento  Bee 

PO  Box  15779 

Sacramento  CA  95852 
an  equal  opportunity  employer 

!  ARTiGRAPHICS 

NATIONAL  AWARD-WINNING  college  cartoon¬ 
ist  seeks  editorial  cartooniststaff  artist  position 
:  on  daily.  Box  4335.  Editor  &  Publisher. 

CIRCULATION 

PUBUC  RELATIONS 

1  CIRCULATION  MANAGER-Experienced  plus 
TMC.  computer;  on  AM, PM  22  to  60M.  S^- 
1  ing  managerial  position,  prefer  Zones  1.  2. 3  or 

1  5.  Box  4308.  Editor  &  Publisher. 

BRILLIANT?  UNDERPAID?  How  would  you  like 
a  pr  position  with  top  potential  in  Los  Angeles? 
PR  chief  executive  required  assistant  who  is 
hungry  for  success:  who  isa  heavy,  avid,  obses¬ 
sive  reader:  who  has  the  ability  to  write  a  lively 
news  story  on  business  subjects.  If  you  are  this 
strongly  motivated,  energetic,  brilliant, 
underpaid  individual,  write  a  long,  long  letter 
about  yourself  to  Ron  T  Smith,  547  Mission 
Vinyard  Rd.  San  Juan  Bautista  CA  95045. 

PROMOTION 

EDITORIAL 

!  ED  O.  JOURNALIST  PHOTOGRAPHER  travel- 
!  ing  through  Asia  and  Africa  seeks  negotiable 
assignments.  Write:  V  Castellarin.  425  E  51st 
St.  New  York  NY  10022. 

'  EDITOR:  COPY/NEWS  15  years  solid 
!  experience — slot,  rim.  wire,  makeup  with  top 
!  Asian  dailies.  The  Wall  Street  Journal  and  wire 

1  service-seeks  new  challenges.  Mr  Joe  Joshi. 

I  B-3  15  Floor,  Hay  Wah  Building,  72  Lockhart 

1  Rd,  Wanchai  Hongkong.  Telephone  (5) 

1  283646. 

ASSISTANT  PROMOTION  MANAGER 
Major  Northeast  daily  (over  200.000  circula¬ 
tion).  part  of  a  prestigious  group,  seeks  a  pro  to 
concentrate  on  advertising  sales  promotion  and 
help  manage  a  growing  department.  Related 
experience  plus  writing  and  managerial  skills  a 
must.  Large  paper  experience  helpful.  Send 
resume  to  Box  4350.  Editor  &  Publisher. 

j  EDITORiWRITER,  20-plus  years  experience 
!  write,  copy  desks,  sports,  features,  outdoors. 

1  Award  sports,  consenration  writing.  Zones  1.2. 
3.  Box  4300.  Editor  &  Publisher. 

POSITIONS 

WANTED 

EDITOR  WITH  NEWSPAPER,  wire  service,  and 
business  publication  background  can  offer  top 
rewrite,  editing,  headline,  layout,  and  produc- 
.  tion  skills.  Thoroughly  experienced  in  handling 
{  complex  copy.  Box  4313.  Editor  &  Publisher. 

AVAILABLE  for  creative  assignments.  Rockies 
and  West:  US  and  Canada.  Pro  10  years,  fea¬ 
ture  writeriphotographer.  (406)  886-2174.  PO 
Box  124.  Swan  Lake  MT  59911. 

ADMINISTRATIVE 

ATTORNEY,  30.  J-grad,  wants  to  be  assistant 
to  publisher/inhouse  counsel  for  daily  or  small 
chain,  A  former  daily  reporter,  1  have  produced 
and  edited  magazines.  As  a  private  practice 
and  government  lawyer.  1  have  contracts, 
media  law.  legislative  and  triai  and  appellate 
know-how.  I'd  like  to  earn  a  spot  on  your  man¬ 
agement  team.  Zones  2,  3  and  5.  Box  4338. 
Editor  &  Publisher. 

EDITOR  &  PUBLISHER  for  June 

BUSINESS  WRITER-Highly  knowledgeable 
prize-winner  now  on  metro.  Expert  in  all  phases 
of  finance,  economics.  Box  4356.  Editor  & 
Publisher. 

:  BUSINESS-banking  writer  reporter  with  17 
'  years  experience  seeks  position  on  daily  or 
1  magazine  trade  journal  in  Zones  9  and  5.  Siolid 
!  writing  and  amressive  reporter.  Considered 
tops  in  field.  Box  4361.  Editor  &  Publisher. 

1  5,  1982 

AGGRESSIVE,  EXPERIENCED  sportswritef,  ■ 
27,  looking  for  new  challenges  on  major  metro¬ 
politan  daily.  Staff  writer  for  New  York  area  ! 
daily  4  years  doing  all  sports.  No  problem 
relocating,  ffard  worker.  VDT  and  Teleram. 
Clips  and  resume  on  request.  Box  4259.  Editor  i 
&  Publisher. 

AFTER  1 1  YEARS  on  copydesks,  I  offer  dedica-  j 
tun.  experience  and  concern  for  style  if  you  ! 
offer  work  with  variety.  Strong  backpound  in  | 
editing,  heads  and  la^t.  with  some  writing.  | 
Day  work  and  travel  would  be  nice.  too.  If  that’s  j 
not  too  far-fetched.  I'd  like  to  hear  about  the 
opportunity.  Prefer  Zones  1,  2:  will  consider  ! 
all.  Box  4271.  Editor  &  Publisher. 

_  I 

EXPERIENCED  daily  news-feature  writer  seeks  1 
new  challenges  on  quality  daily.  Box  4331, 
Editor  &  Publisher. 


ENERGETIC,  aggressive  individual  seeksentry- 
level  position  with  newspaper,  sports  related  i 
publication  or  communication  medium.  Jour-  < 
nalism  education  including  collegiate  campus 
daily  and  radio  station  experience.  Zones  1.2.  | 
3. 4. 5. 6and9.  Box4141.  Editor&Publisher.  ' 


ENGLISH  WEEKLY  newspaper  editor,  age  34. 
keen  to  move  to  New  England  to  be  near  family 
and  friends,  seeks  newspaper  work.  Will  be  in 
US  end  of  June,  early  July.  Box  4366.  Editor  & 
Publisher. 


FEATURE  WRITER-Excellent  at  profiles, 
analyses.  Prize-winner  now  on  metro.  For  life¬ 
style,  general  news  departments.  Box  4359. 
Editor  &  Publisher. 


GRADUATE  SEEKS  REPORTER  position. 
Experience  with  photography.  Solid  writing 
abilities  in  news,  sports.  Reed  Parsell.  2977  S 
Steele  St,  Denver  CO  80210. 


HUNGRY  Cum  Laude  J-grad  seeks  full-time 
reporting  job,  any  Zone.  Community  newspaper 
experience.  Dave  Rowe.  (216)  521-6463; 
1311  Bunts  Rd.  Lakewood  OH  44107. 


NEWS  EDITOR,  28.  leader  of  aggressive 
20,000  daily  in  Zone  2,  six  years  experience, 
seeks  step  in  metro.  Zones  2.  3.  4.  Box  4342. 
Editor  &  Publisher. 


NEWS  FEATURE  SPORTS  WRITER  on  small 
daily  seeking  job  on  medium  to  large  daily  in 
any  Zone.  Energetic,  plenty  of  ideas  with  VDT 
and  layout  experience.  Box  4371.  Editor  & 
Publisher. 


SPORTS  DESK 

Experienced,  energetic  and  creative.  My  new 
!  Ideas  will  strengthen  the  quality  of  your  sports 
'  section.  Three  years  VDT  daily  experience. 

I  Zones2,  3or5.  Box4277,  EditoriF^blisher. 

i  SPORTSWRITER-seeks  publication  I  can  call 
my  home.  '81  J-grad.  Two  years  high  school 
I  reporting  with  Washington  Star.  SPORT 
Magazine  experience.  Will  relocate  anywhere. 

;  salary  open.  VDT  know-how.  Accept  opening 
j  with  any-sized  daily.  Write  tO;  Arthur  Schech- 
ter,  179  Oxford  St,  Brooklyn  NY  11235. 


SOMEDAY  I'll  take  issues  like  industrial 
decline,  third  world  agriculture  or  Alaskan  oil 
and  write  finely-crafted  op-ed  features.  On  the 
way.  five-year  veteran,  30.  looking  for  news 
ground  to  break  with  serious  daily.  Any  Zone. 
Box  4364.  Editor  &  Publisher. 


EDITORIAL  WRITER:  fiscal  conservative,  civil 
libertarian,  human  rights  advocate,  anti- 
totalitarian,  anti-authoritarian.  pro-free  enter¬ 
prise.  anti-protectionist  and  a  vigorous  environ¬ 
mentalist.  I  prefer  soccer  to  football  and  writing 
to  anything.  I  have  a  sense  of  humor,  a  respons¬ 
ible!^  and  a  yen  to  move  to  a  bigger  paper.  Box 
4316,  Editor  &  Publisher. 


THREE  years  metro  daily  experience  as  wee- 
layout  editor,  business-feature  writer.  Pro  on 
VDTs,  modem  design.  Zone  9, 8.  7.  Box  4329, 
Editor  &  Publisher. 


VERSATILE  YOUNG  REPORTER  with  2  years 
weekly  experience  seeks  Zone  9  editorial  chal¬ 
lenge.  Have  editing,  layout,  photo  experience 
also.  Tracy  Saunders.  345  Eleonore  St.  New 
Orleans  LA  70115. 


VERSATILE  REPORTER. photographer,  5  years 
on  one  daily,  seeks  general  assignment  spot. 
Prefer  daily  in  Zones  5.  6,  7,  8.  9.  Box  4363, 
Editor  &  Publisher. 


VETERAN  loumalist.  broadcaster,  columnist 
seeks  editorial  slot.  Versatile.  Especially  strong 
in  N.  theater,  books,  travel  and  religion.  Irish- 
bom  with  US  advanced  dwees  in  journalism 
and  fine  arts.  Call  Victor  Power.  (319)  396- 
0626 


WORDSMITH.  Missouri  grad.  4V7  years,  all 
beats,  workhorse,  seeks  city  or  copy  desk  job  in 
Zone  2.  (607)  936-8371. 


FREELANCE 


CHICAGO  STRINGER  for  major  publications 
accepting  assignments  to  cover  trade  shows. 
Marks.  (312)  684-3124. 


COPY  EDITING  and  proofreading— freelancer 
with  experience  on  tiiix)  national  publications. 
References  available.  Michael  Shinn.  920 
Lawrence  St.  Madison  Wl  53715. 


PHOTOGRAPHER 


'  PICTURE  EDITOR  ' 

:  29,  SIX  years  on-the-street  experience  as  award¬ 
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Shop  Talk  at  Thirty  By  John  Consoli 
Have  sportswriters  ended  the  era  of  heroes? 


Dave  Righetti  ties  a  towel  around  his 
waist  like  a  diaper,  knots  a  clump  of  his 
hair  in  a  rubber  band  atop  his  head  and 
goes  into  his  rendition  of  Samurai  Left¬ 
hander  ...  New  York  Post,  May  14, 
1982. 

There  was  a  time  when  many 
sportswriters  considered  it  taboo  to  write 
about  the  above  described  lockerroom 
antics  of  the  players,  but  today,  many 
consider  it  a  standard  operating  pro¬ 
cedure  that  is  indicative  of  the  new  style 
of  coverage  of  professional  sports  teams. 

No  longer  is  an  athlete's  performance 
on  the  field  the  only  thing  that  is  written 
about.  Many  times  the  athlete's  conduct 
off  the  field  becomes  an  even  bigger 
story.  Disputes  among  teammates  and 
between  players  and  owners  get  as  many 
headlines  as  game  results — sometimes 
even  bigger  headlines. 

And,  unlike  in  years  past,  players' 
salaries  are  uncovered  and  publicized  and 
readers  are  aware  of  what  even  the  utility 
players  are  paid.  Knowing  that  many 
players  are  making  enormously  high 
salaries  compared  to  their  own,  fans  have 
come  to  expect  more  when  they  attend  a 
game.  When  the  players  fail  to  meet  the 
high  expectation  levels,  they  voice  their 
displeasure. 

The  era  of  the  sports  super  hero  seems 
to  be  over.  The  fan  adulation  that  Reggie 
Jackson  or  Dave  Winfield  receive  today 
cannot  come  close  to  matching  that  which 
Mickey  Mantle  or  Willie  Mays  received 
in  the  late  1950's.  That  is  because  today's 
fan,  or  newspaper  sports  page  reader, 
knows  more  about  Reggie  Jackson — not 
just  about  his  exploits  on  the  field.  He  is 
not  just  Reggie  Jackson,  “Super-Jock”, 
but  Reggie  Jackson,  human  being. 

“Sportswriting  today  isn't  what  it  once 
was,”  said  Bill  Dwyre,  sports  editor  of 
the  Los  Angeles  Times.  “Some  of  the 
old-time  sportswriters  were  excellent, 
but  sports  then  were  portrayed  as  fantasy 
imagery.  Many  sportswriters  were  boost¬ 
ers  for  the  teams  they  covered.  Some¬ 
where  along  the  way,  journalism  was 
introduced  to  the  sports  pages.” 

Today,  Dwyre  said,  “There  needs  to  be 
a  healthy  adversary  relationship  between 
the  athletes  and  the  writers.  Athletes 
must  realize  there  is  some  responsibility 
that  comes  with  notoriety.  They  have  to 
take  the  responsibility  that  comes  with 
the  shining  star  on  their  dressing  rooms. 
While  they  may  not  seek  the  notoriety,  its 
there. 

“If  somebody  is  making  a  million  dol¬ 
lars  a  year,  it  is  coming  out  of  the  fans' 
pockets  indirectly.  The  fans  are  therefore 
entitled  to  quite  a  bit  of  information  about 
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those  players.” 

Dwyre  feels  that  most  sports  fans  want 
to  read  about  players'  lockerroom  antics 
and  off-the-field  exploits,  “but  don't 
even  realize  it.” 

“Many  people  will  read  those  stories, 
complain  about  them  and  then  tell  their 
neighbor  to  make  sure  he  reads  them,” 
Dwyre  said. 

Furman  Bisher,  sports  editor  of  the 
Atlanta  Constitution,  believes  that  the 
increase  in  the  number  of  professional 
teams  from  the  late  1950's  and  the  growth 
of  sporting  event  coverage  by  tv  and  radio 
have  contributed  to  athletes  being  put 
more  under  the  microscope. 

“Athletes  are  more  visible  today 
because  of  tv  exposure,”  he  said.  “If  a 
player  refuses  to  give  a  kid  his  autograph 
today,  his  father  will  call  up  a  radio  talk 
show  and  complain.  There  are  a  lot  of 
eyes  and  ears  out  there  today  who 
weren't  there  in  years  past.” 

Bisher  said  most  professional  athletes 
have  “always  chased  women  and  drank 
in  the  hotel  bars,”  but  today's  athletes 
are  also  into  “worse  things”  which  end 
up  on  police  blotters  and  cannot  be 
covered  up  by  team  officials. 

“The  number  of  athletes  has  increased 
by  as  many  as  five  times  and  they  are 
indulging  in  more  dangerous  escapades — 
indictible  offenses  like  selling  or  using 
cocaine.  Some  have  been  indicted  for 
assault.” 

Bisher  said  today's  sportswriter  is  also 
much  more  independent.  “In  years  past, 
baseball  teams  were  allowed  to  pick  up 
the  travel  expenditures  of  sportswriters 
covering  the  team,”  he  said.  “If  an  owner 
didn't  like  something  that  was  written,  he 
would  call  the  newspaper  and  the  news¬ 
paper  would  tone  down  the  stories.  That 
doesn't  happen  today.” 

“When  1  was  growing  up,  I  enjoyed  the 
athletes  not  knowing  them,  more  so  than  I 
do  today,  knowing  them,”  Bisher  said.  “I 
still  would  enjoy  the  athlete  without  read¬ 
ing  about  all  his  blemishes,  but  that  is 
impossible  today.  Today's  athlete  wants 
to  be  seen  and  heard.  He  wants  the 
exposure.” 

Vince  Doria,  assistant  managing  edi¬ 
tor/sports,  Boston  Globe,  said,  “It  is  a 
mistake  to  paint  athletes  as  heroes.  They 
are  entertainers,  performers,  but  they 
shouldn't  be  expected  to  be  wonderful 
people.” 

Doria  sees  escalating  salaries  as  a 
reason  why  athletes  are  being  looked  at 
more  critically  by  fans.  “Mantle  was 
making  $100,000  and  the  average  worker 
was  making  $10,000.  That  was  within  the 
fan's  scope.  Today,  athletes  are  making 
close  to  a  million  dollars  a  year.  The  aver¬ 


age  person  can't  relate  to  that.” 

Doria  said  that  while  he  is  not  a  “big 
fan”  about  doing  stories  about  athletes' 
off-the-field  exploits,  if  those  exploits 
affect  an  athlete's  on-the-field  play,  they 
should  be  reported. 

Jerry  Lisker,  executive  sports  editor  of 
the  New  York  Post,  agreed  with  Bisher 
that  sportswriters  “in  the  old  days 
thought  of  themselves  as  part  of  the  team. 
They  ate  with  the  players,  slept  with  the 
players.  That  is  all  changed  now.  There  is 
more  objectivity  today.  There  is  no  long¬ 
er  a  hero  worship  of  the  athletes  by  the 
writers.” 

Will  Grimsley  of  Associated  Press  said 
many  athletes  who  had  reputations  as 
“high  livers”  never  had  stories  done 
about  this  until  they  retired  or  until  after 
their  death. 

He  said  the  book  Ball  Four  by  Jim 
Bouton  was  the  first  comprehensive  look 
at  athletes  in  the  lockerroom  and  off-the- 
field.  “All  the  guys  traveling  with  the 
teams  knew  these  things  went  on,  but 
none  of  them  ever  publicized  it.” 

“Sportswriting  has  undergone  a 
change,”  Grimsley  said.  “Sportswriters 
used  to  be  hero  worshippers.  They  used 
to  sit  in  the  press  box  and  actually  cheer 
when  the  team  they  were  covering 
scored.  Today,  we  have  a  more  cynical, 
more  penetrating  breed  of  sportswriter.  I 
think  this  is  better  for  the  fan.  Tv  can't 
penetrate  like  print  can.  Sportswriters 
should  be  allowed  to  penetrate.  A  pro¬ 
fessional  athlete  is  a  public  figure  just  like 
a  politician.  At  the  same  time,  if  a  player 
doesn't  want  to  talk  to  the  writer,  his 
privacy  should  be  respected.” 

Grimsley  believes  the  new  breed  of 
sportswriter — the  “chipmunk  breed” — 
as  they  were  referred  to  by  the  older 
sportswriters,  grew  in  the  early  1960's 
with  such  sportswriters  as  Larry  Mer¬ 
chant,  then  of  the  Philadelphia  News. 
“These  were  young,  aggressive  type 
writers  who  were  more  critical  of  the 
athletes.  They  loved  controversy.  The 
older  sportswriters  labeled  them  'chip¬ 
munks',”  Grimsley  said. 

“The  hero  syndrome  is  sort  of  silly,” 
Grimsley  said.  “It's  good  to  admire  an 
athlete  for  what  he  is,  but  to  believe  that 
he  has  no  faults  is  no  good.  It  takes  away 
from  the  real  world.” 

(Continued  on  page  37) 
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Universal  Press  Syndicate 
and  its  book  publishing  subsidiary 
Andrews  and  McMeel,  Inc. 
are  pleased  to  announce 

THE  JIM  ANDREWS  COMMUNICATOR  AWARD 


A  new  competition  for  book-length  manuscripts 
both  print  and  television,  has  been  established. 


on  topics  in  contemporary  journalism. 

Submissions  will  be  screened  by  the  Universal 
Press  Syndicate-  Andrews  and  McMeel  editorial 
board.  The  final  selection  of  the  first  award  will  be 
made  by  a  jury  of  distinguished  Universal  Press 
Syndicate  journalists: 

James  J.  Kilpatrick 
Mary  McGrory 
Richard  Reeves 
Garry  Trudeau 
Garry  Wills 

A  deadline  of  Sept.  30,  1982,  has  been  set  for 
initial  submissions  of  an  outline  and  at  least  one 
sample  chapter.  There  is  a  second-stage  deadline  of 
Dec.  31,  1982,  for  applicants  whose  projects  have 
been  approved  in  the  first  stage. 

AN  AWARD  OF  $15,000  consisting  of  an 
advance  of  $10,000  against  royalties  and  $5,000  for 
advertising  and  promotion  of  the  book,  to  be 
published  by  Andrews  and  McMeel,  will  be  made. 


Jim  .\ndrews.  wtio  died  Oct.  19. 1980,  was  co-founder  and  chairman  of  the  board 
of  I'niversal  Press  Syndicate  and  its  b(M)k  publishing  subsidiary  ,  .\ndrews  and 
Mc.Meel.  .After  completing  graduate  work  in  philosophy  at  the  I'niversity  of  Notre 
Dame,  he  was  an  editor  at  Sheed  and  Ward.  Inc.,  and  from  l%S  to  m'D  was 
managing  editor  of  Aiv  Marie  magazine  and  managing  editor  of  the  Sational 
Catholic  Reporter.  He  was  the  author  of  two  b(M)ks.  The  Citizen  Christian  and 
The  Perplexed  Catholic. 

As  editor-in-chief  of  I'niversal  Press  Syndicate  and  .Andrews  and  .Mc.Meel.  Jim 
.Andrews  left  his  mark  on  the  talents  he  developed,  including  Garry  Trudeau 
( “Doonesbury"),  Tom  Wil.son  (  "Ziggy").  Cathy  Guisewite  ("Cathy  ")  and  Garry 
Wills  ("Outrider"  )  for  syndication  and  Barry  Holstun  Lopez  (Desert  Sotes). 
William  Viemk  (The  Rosan' Murders  ImAlnstinymest  The  Incredible  Voyage) 
for  b(H)k  publication. 


UNIVERSAL 

PRESS 

SYNDICATE 


j^nJrem  an/ 

A  I  'nivvrsal  Press  Stindit  ate  CuniiHiuu 


Eligibility  requirements  are: 

a)  the  manuscript  should  be  on  a  topic  in 
communications, 

b) the  subject  should  be  topical  and  appropriate  for 
general  trade  b(M)k  publication;  and 

c)  the  author  should  be  a  print  or  broadcast 
journalist. 

All  submissions  should  be  directed  to: 

JIM  ANDREWS  COMMUNICATOR  AMARD 

Andrews  and  McMeel 

-t-ilK)  Johnson  Drive 

Fairway.  Kansas  ()620S 

For  further  information  contact:  Donna  .Martin.  \ice 

president  and  editorial  director,  .Andrew's  and  .McMeel, 

Inc. 


Announcement  of  the  winning  award  will  be  made 
June  1,  1983. 


When  Congress  said  yes 
to  a  self-indulgent  tax  break, 


LETTERS  OF  PROTEST  from  angry  taxpayers  are  heaped  in  front  of  Internal  Revenue  Service 
panel  during  public  hearing  on  tax  break  members  of  Congress  conferred  on  themselves. 


I  nitcd  l*rcss  IniernjtKindl  Ncwspictiircs 


more  than  29,000  citizens  said  no 


When  more  than  29,(XX)  Pittsburghers  and  Cincinnatians 
speak,  along  with  thousands  of  other  disgruntled  Amer¬ 
icans,  Congress  had  better  listen. 

Last  month  two  Scripps- Howard  newspapers.  The 
Pittsburgh  Press  and  The  Cincinnati  Post,  provided  the 
conduit  for  citizens  to  present  their  views  about  members 
of  Congress  voting  themselves  a  tax  break.  In  effect,  the 
break  freed  them  from  paying  federal  income  taxes  on 
their  federal  salaries. 

The  newspapers  offered  their  readers  petitions  to  sign 
and  agreed  to  deliver  the  outpouring  to  Washington. 

The  protest  was  electric. 

When  the  Internal  Revenue  Service  opened  a  hearing 
on  these  Congressional  tax  reductions,  the  public  outers' 


included  10,(K)0  petitions  from  (Cincinnati  Post  reader 
critics  of  the  scheme  and  nearly  20,000  angry  letters  from 
readers  of  I'he  Pittsburgh  Press. 

The  objectives  were  aimed  at  convincing  the  IRS  that 
the  $75-a-day  deductions  for  Washington  expenses 
which  (Congress  voted  its  members  should  be  changed. 

'I'he  volume  of  this  response  was  the  greatest  that 
Washington  oldtimers  had  seen  of  this  type  in  many 
years. 

I'he  slogan  of  Scripps- Howard  Newspapers  is:  “(Jive 
Light  and  the  People  VVill  Find  I'heir  (Wn  Way.” 

What  better  example  than  this  outpouring  of  protest  by 
ordinaiA'  taxpayers  over  what  they  consider  to  be  (Con¬ 
gressional  greed. 


The  Pittsburgh  Press  tcW  The  Cincinnati  Pnst 
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